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Now the Speedbor''88”’ 
is teamed with a brand 
new sell-mate. 








*KIrwin’s Speedbor “88”, the electric drill bit with 
the exclusive hollow ground point, is already your best seller. 


Now you can extend it for more and bigger sales. 
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Now Irwin brings you the new E88 Bit Extension on this self-selling hang-up display card to build more and bigger sales. 












New Irwin E88 Extension tee 


Sell ’em in combination...sell ’em alone...sell ‘em to o 


Here is the brand new Irwin E88 Bit Extension you 
have been asking for. It will give users the same 
superb satisfaction and service that have made Irwin 
Speedbor “88” electric drill bits a “best seller” the 
country over. 


Specially designed to work together, and to sell 


NEW IRWIN E88 HANG-UP CARD 
FITS SMALL DISPLAY SPACE 


Put Irwin’s new self-selling hang-up 
card with E88 Bit Extension to work 
building extra volume and profits in 
your store. Takes only a minimum of 
space, hangs vertically or horizontally 
on peg board, nail or pin. 


Ae Dae Noe 





eereeeeveee 


together, these two Irwin “sell-mates” will produce 
extra volume for your store. The new E88 Extension 
adds plus volume when you sell it with Speedbor 
“88” electric drill bits. It adds more plus volume 
when you sell the new E88 Extension to the big 
market of present Speedbor “88” users. And you 
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old customers and new 


add further plus volume by selling the E88 Exten- HO ( 
~~ 


are - ae ite urith 14% chank 
sion to users of other power bits with 44” shank. | on 
This means that the market for the new Irwin ADDS 12” to regular bit length. Two E88 Bit Extensions add 24” 


E88 Extension is big — and still growing. Make more reach. 
plus volume and profits by putting the new Irwin 


F88 Extension on display in your store. 


Order from your Irwin wholesaler today 


Retail Value.... $1.49 each SET SCREW HOLDS bit or extensions securely. 
Dealer Cost .. $1.00 each 
You Make $2.94 per box of 6. 


PACKAGED: 6 to box, individually mounted on self-selling 


" ; iSi h ly. 
hen atts, ¢ RENN Mk ck) See NO WOBBLE, NO RUN-OUT. Precision ground flats chuck perfectly 


Order a Supply of Speedbor ‘‘88”"’ 
Electric Drill Bits Too 


IRWIN AUGER BIT COMPANY Pay NS 


at Wilmington, Ohio, since 1885 
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The Image of CFel... 


source of top-quality Hardware Cloth 


This giant steelman represents the quality steel 
products that are made at CFelI plants extending 
across the country. He symbolizes, too, the com- 
plete sales and service facilities available through 
CF «I’s national network of offices and warehouses. 


He is your assurance that CF&I Hardware Cloth is 
top-quality. Double wires at each side of the roll add 
strength . . . careful zinc coating after weaving im- 
proves rigidity, wear qualities, corrosion resistance. 


You can recommend CF«I Hardware Cloth with 
confidence. It withstands severe forming, bending 
or twisting without breaking at edges or other 
points .. . assures user satisfaction. 


Furnished in full-length 100-ft. rolls, CFaI Hard- 
ware Cloth is supplied in a variety of widths, 
meshes and wire gages, to meet various applica- 
tion requirements. 
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MOST POPULAR SIZES 











8 ean ght per Roll (ibs) 
Mesh Wire Wire 24°° 7°" 36°° a’ 
Centers wide wide i wide wide 
212 a 18 58 73 87 16 
3x3 y,” 71 56 70 “4 112 
4x4 7 273 ee 68 wl 108 
8x8 \%"" 277 48 @ 72 i 


























HARDWARE PRODUCTS 
THE COLORADO FUEL AND IRON CORPORATION 


And CFal Hardware Cloth is just one of a complete line of 
quality steel Hardware Products produced by CFal. The CFal 
sales office nearest you will supply complete information. 
Contact them today, and ask for your free copy of WFR- 
292, CFal’s new Hardware Cloth booklet. 





STEEL. 


fn the West: THE COLORADO FUEL AND IRON CORPORATION—Albuquerque * Amarillo * Billings * Boise * Butte * Denver + El Paso « Farmington * Ft. Worth * Houston * Lincols 
los Angeles * Oakland + Oklahoma City * Phoenix * Portland * Pueblo + Salt Lake City * San Francisco * San leandro + Seattle Spokane * Wichita 


in the East: WICKWIRE SPENCER STEEL DIVISION—Atlanta * Boston * Buffalo * Chicago * Detroit » New Orleans * New York Philadeiphia 


6780 


Want more facts? Circle 101, p. 141 
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THESE FEATURES BRING YOU 
FASTER FILE SALES THAN YOU’VE EVER KNOWN 


SEE | RSS? Se aR a Ra es 












és | 
A new look for files—Nicholson’s omc 
exclusive hi-impact plastic han- : 
dle. It’s part of the deal. * 
Added eye-appeal. File and han- — S 
dle are mounted on a bright = | 
orange card for high visibility. ws : 





The card is your “impulse sales- 
man.”’ Customers can see which 
file does which job. Multiple sug- 
gestions encourage sales. 




















































A clear skin pack gives a gleam- = ‘ 
ing quality look to files. Keeps Fe 
dust and finger marks off, too. | — 
Your stocks stay fresh and un- © = 
damaged from abrasion. = 
The best known name in files : Ry re 
helps you sell—without worries  § i i 
about off-brand quality. a | | ° 
z i 
ea ae a DMS EALERTS ve dT es 
= —And you get this sturdy metal display for counter or 
; NICHOLSON NH-48 ASSORTMENT pegboard use (see illustrations) at no extra cost when 
you buy the basic assortment listed in the chart. 
a Dealer cost Suggested ' 
te Quantity Type per dozen __ retail, each i 
: 6 10” Mill Bastard $8.40 $1.05 | é 
E 6 8” Mill Bastard 6.80 8 &§ i 
6 6” Mill Bastard 5.60 70 & : x 
6 6” Round Bastard 6.00 75 &§f i 
6 6” Slim Taper 5.20 6 &f - 
6 6” X Slim Taper 5.20 65 & ‘ : 
6 6” XX Slim Taper 5.20 65 4 . : é 
6 7” XX Slim Taper 6.00 72% &§ ; : 
Retailer's Assortment Cost ... . $24.20 : ‘ ‘ 





Retailer’s Selling Price .... . . $36.30 
Retailer’s Profit ........ . $12.10 


R 





Black Diamond Dealers specify BDH-48 Assortment 





3 3 te oy : ee $e . 4 ; 
Make a note in your want book now— Le : 778 SES 
hs att -— tf. Sx cs "Shee? 


call, or write your wholesaler NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND 





Want more facts? Circle 102, p. 141 
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ACCO SWING KITS ARE 
PACKED FOR PROFIT! 
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Attractive, Transparent 


Bag Contains Chain 


and Fittings for Making 


a Safe, Strong Swing! 


Kids love swings, and so do parents—when they’re safe and Here’s what the New Acco Swing Kit contains: 


strong! Now, with Acco Swing Kits, you can sell a swing that’s 
sure to appeal to everyone—kids, parents, and especially You, 
Mister Dealer! The Acco Swing Kit contains chain and fittings 
for assembling a sturdy new swing or repairing an old one. No 





each 10 ft. long. 


need to stock separate swing components any more— because 


they’re all right here in one complete package. Put up in a 
colorful, transparent polyethylene bag, Acco Swing Kits are 
always ‘“‘on display’’ on a counter or on a wall rack. Join the 
swing to Acco Swing Kits—a sparkling new fun item that’s 


packed with profit for you! 


SASH CHAIN 


For double hung windows and 
many other uses where flat 
chain is needed. Runs smooth- 
ly over pulleys. In cold rolled 
steel or solid bronze. 


* two pieces No. 1/0 Double Loop (Tenso) Chain, 


¢ four pieces 4” (No. 526) Steel ‘‘S’’ Hooks. 
* two rust-proof Nylon bearing links. 


All chain and fittings are bright zinc plated. Packed 
five bags to a carton, five cartons to a shipping case. 


“Specify American when you order these items from your distributor” 





SAFETY PLUMBERS’ 
CHAIN—A light flat chain 
in brass or steel. Four sizes— 
2/0 to 2. In 50-ft. (cartons) 
or 500-ft. (reels). 


A2xaF 
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JACK CHAIN 


A light weldless chain with 
wide use where strength is not 
a factor. In brass or steel. 50 
ft. cartons or 500 ft. reels. 





TENSO CHAIN 


Light, yet strong. In bright, 
bright zinc and hot galvanized 
finish. 100 ft. in carton— 250, 
500 or 1000 ft. on reel. No. 7 
to 10/0 sizes. 





Go 


ELWEL MACHINE 


CHAIN—Twist link elec- 
trical welded chain. Also in 
straight link. Bright, bright 
zinc and hot galvanized finish. 
No. 5 to 7/0 sizes. 50 and 100 
ft. cartons. 


PROOF COIL 
For a host of regular uses ex- 
cept lifting. Open hearth basic 
steel—self colored. Hot gal- 
vanized finish. 


Sooo 


HANDY CHAIN 


As its name implies, a chain 
of countless uses. Elwel 
Handy chain is 66-in. long— 
has snap on one end, ring on 
the other. 


DOG CHAIN 


ACCO makes a 
variety of dog 
chain both in 
welded and weld- 
less styles. Ask 
your distributor 
for information. 





TENSO COW TIES 
In a varied range of styles and 
sizes. Bright finish. 





7 Ca 
TENSO PORCH CHAINS 


Set consists of two Y-type 
chains, two ceiling hooks. 2/0 
leader with 1/0 branches. 








For joining large sizes of 
chain. Use one size heavier 
than chain size. 3/16 to 1% in. 








COTTER PINS 


Made from cold drawn half- 
round steel wire. One end ex- 
tended for easy spreading. 
Wide selection of sizes. 





ORDER 

FROM YOUR 

DISTRIBUTOR 

Contact your American Chain dis- 
tributor for complete information 
about these items or write our 


York, Pa., office for free Cata- 
logs DH-176B and DH-140. 


AMERICAN CHAIN *<<° 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. + Factories: *York and *Braddock, Pa. 
Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston \ 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore.,*San Francisco wasn W 
*indicates Warehouse Stocks 
Want more facts? Circle 103, p. 141 
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Editorial 


by W. A. Phair 


Nobody wins this game . 


During the recent Hardware Show in New York, I had a cup of 
coffee with a dealer acquaintance who runs a medium-sized store 
in a large city. He explained to me, with a touch of pride, how he 
had played one wholesaler against another in such a manner that 


he was now buying most of his merchandise at 5 to 10 percent less 
than normal dealer cost. 


I asked him if he was the only dealer getting these discounts. 
He said he thought that all dealers were getting them now. Then 
I asked him what he did with the extra discounts. Sometimes I keep 


them, he explained. But usually I cut the retail price a little or put 
on a sale. 


After we parted, I tried to figure out the arithmetic on a deal like 
this, but I didn’t make much headway. I could not discover any 
lasting advantage that he got in this situation. 


This dealer was obviously pleased at the discounts he was getting. 
But what’s happening to the wholesalers who give these discounts? 
They are not buying any cheaper from the factory, so these discounts 
come out of the margins. 


When I talked with the wholesalers in this dealer’s territory, I 
found a very different and quite frightening story. Each wholesaler 
admitted he was selling with extra discounts. Each claimed he had to 
do this to get business. But the result of this price cutting is that 
the wholesalers in that market are losing money. They just can’t 
operate on 15 to 18 percent. So what is going to happen? They can’t 
carry on month after month at a loss. 


Fortunately, this situation is not typical of other areas. But it 
does highlight a problem we don’t always face up to. This industry 
of ours is highly integrated. If any one of the partners ... manu- 
facturer, wholesaler or dealer ... falls down, everyone on the team 
suffers. We all have a stake in finding a solution to these price cutting 


situations when they arise. 


Distributors usually blame the factories for these problems. The 
factory blames the wholesaler. The dealer feels he has an advantage, 
but he soon finds he’s right back where he started. 


Distributors often feel that some manufacturers are too ioose 
in their policies. They sell to people who have neither the long range 


interest nor the finances necessary to maintain a stabilized market. 


The manufacturer will often point out, that this price cutting is 


HARDWARE AGE, October 22, 1959 © 7 











Editorial 


continued 


sometimes started by the bigger, long established wholesalers. The 
little fellows are not always the ones who start the price cutting. 

However, it seems to me that the problem that should concern us 
is not who is at fault, but rather, how can this be corrected? 


Some applied commonsense... 


The hardware industry is not the only trade that has these prob- 
lems. There are many other retail trades where price cutting is a 
much bigger headache. 


But, no matter where price cutting occurs you will find that the 
underlying cause is the lack of close, sympathetic cooperation between 
wholesaler and manufacturer. [ think this is especially true in the 
case we are discussing here. 


One of the first things that must be done by distributors in an 
area where price cutting exists is to try and do some sensible planning 
for the future. They must understand each other’s problems, and 
learn to cooperate in developing the common market. Above all, they 
must understand that no lasting advantages ever comes from price 
cutting. Before they can expect manufacturers to listen to their 
problems, they must first put their own house in order. 


Looking at the other side of the picture for a moment, it cer- 
tainly does appear that the policies of a few manufacturers are such 
as to breed price cutting. The search for increases in sales voiume 
sometimes leads to the use of distributors that are not distributors 
in the true sense of the word. 


Rarely does a manufacturer gain in sales volume when his distribu- 
tors engage in price cutting. He may well lose volume. On the other 
hand, when a manufacturer puts a reasonable limit on the number 
of distributors in a given area, he can obtain many benefits. 


When a line is carried by a limited number of selected, well estab- 
lished wholesalers, the line becomes more important to these distribu- 
tors. They will promote it. There is less likelihood of price cutting. 


The manufacturer who limits his distributors will find many bene- 
fits in the physical handling of his accounts. He will have fewer 
accounts to ship to, but the value per order will be higher. His sales 
costs will be lower; he can do a better job of covering his accounts. 


But above all, he will have the good will that is so important in 
getting the proper attention from wholesalers. This good will comes 
from the fact that his distributors and his dealers will be making a 
profit from the line. 


Let’s not forget that healthy dealers make for healthy wholesalers; 
and healthy wholesalers make for healthy manufacturers. We’re all 
in this together. Let’s work together. 
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“STANDARD” carded hardware 


‘. ee een Today, more than ever, it pays to sell “Standard’’, the original carded 
ee ** hardware complete with screws. 

‘ STANDARD | The popular priced “STANDARD” line of fast-selling carded items is 

i & s H ~ L Le) CK the broadest line available from a single source . . . enables you to save time and 

. 2 money by consolidating your purchases .. . ideal for self-service and allows 

larger, more effective mass displays of same line merchandise. “STANDARD” 

offers, free of charge, colorful self-service displays which will increase impulse 
sales, turnover, and your profits. 

Ask your Wholesaler Salesman today about the “Standard”? Roto-Rack 

and its 41, full profit, fast-selling basic stock items. A-2424 


The “Standard” Roto-Rack Contains 396 cards (in 3 colors) 

of 41 fast-moving items. 

Barrel Bolts Hinge Hasps Other “Standard’’ Products . . . Ventilating Door 

Closet Rod Holders Safety Hasps Guards, Screen Door Latches, Sash Hangers, Door 

Safety Window Butt Hinges Stops, Door Holders, Cupboard Sets, Screen Door 
Locks Strap Hinges Sets, Cupboard Hinges, Loose Pin Hinges, Toilet 


| Sash Locks Tee Hinges Paper Holders, Floor Hinges, Jamb Plates, Coat 
E DEPENDABLE SPRING— SMOOTH ACTION j Sash Lifts Cabinet Hinges and Hat Hooks... 


Door Pulls Cabinet Knobs 


Screen Hangers & Pulls 
Turn Buttons Friction Catches nirha Been carded hardware meets 


Corner Braces Cupboard Catches Turnover Handbook recommendations! 
Mending Plates Cupboard Turns 


SHELBY METAL PRODUCTS COMPANY ¢- SHELBY, OHIO 


Originators of carded hardware complete with screws. 
Want more facts? Circle 104, p. 141 








Typical Roto-Rack item. 
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WASHINGTON 


“Tels 


A SUMMARY OF EVENTS THAT 


Credit money: Scarce and costly 
borrowing. Federal curbs weighed 


Interest rates are going higher. Money will 
get tighter before the situation eases. This 
warning is from top government monetary ex- 
perts. 

Government interest payments may go one 
percentage point above the current record high, 
they say. This would force up rates for business 
loans. Consumers will have to spend more for 
interest payments rather than for additional 
purchases. 

The current money and credit muddle is com- 
plicated by the lengthy steel strike and the possi- 
bility of six months or more of shortages after 
it’s settled. 

The problem has revived demands in Congress 
for giving the government power to control 
money and credit. The Senate-House Economic 
Committee is studying the proposal. 


outlook 


Expect the money squeeze to soften early next 
year. But not much before. Keep an eye on the 
control proposal in Congress. If it becomes seri- 
ous, be prepared to make your views known. 


You have to "'sell'’ lawmakers on 
Fair Trade now for action in 1960 


Fair Trade supporters are urged to start a 
new drive now to pass federal legislation next 
year. 

Rep. Oren Harris (D., Ark.) has issued a “call 
to arms.” He urges business to get busy now. 


Businessmen can buttonhole lawmakers while 


they’re home mending fences, he urges. 

Rep. Harris is the sponsor of the Fair Trade 
Bill which got stuck in the House Rules Com- 
mittee this year and never got to a vote. 


10 © HARDWARE AGE, October 22, 1959 


WILL AFFECT YOUR BUSINESS 


It would substitute a federal law binding in 
all states which do not actively disapprove it for 
shattered state Fair Trade laws. 

His bill (H. R. 1253) is “essential to the sur- 
vival of small business,” Rep. Harris warns in 
urging dealers to get busy pushing it now. 


outlook 

Fair Trade backers are pleading for strong 
grass roots support as their only hope. Without 
it, they fear lawmakers in election year 1960 will 
avoid the controversial issue. But they are con- 
vinced that it will pass if they can force the 
issue to a vote. 


Bait’ advertising will be axed 
in FTC's get-tough crackdown 


A tough crackdown on “bait” advertising is 
planned by the Federal Trade Commission. 

FTC is preparing new guides on bait ads, to 
supplement earlier guides to deceptive pricing. 
The guides may be out by the first of the year. 

Guides are not laws. They are interpretations 
of laws. They help honest businessmen avoid 
violations, and spot violations by competitors. 
Guides help FTC win cases when violations con- 
tinue. 

The new guides will hit at such practices as 
advertised items fixed to operate improperly; 
“sold out’? schemes; bait merchandise “nailed to 
the floor.” All types of merchandise will be cov- 
ered by the new rules. 


outlook 


FTC hopes for voluntary cooperation from most 
businessmen. Crackdown on those that don’t 
cooperate will be even tougher than on earlier 
rules. Strong public and business support for 
earlier guides has given the government real 
enthusiasm, 
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SELF-SERVICE DISPLAY CARD 


<: 


4 


For use on 
Svein  iWo. 105-3 
and in counter bins ) 


Stimulate your self-service sales with this newest 

merchandising aid from MASTER — the popular . 

No. 105 padlock pre-packaged on a fast-selling H me PRICE 
INDIVIDUAL DISPLAY CARD. 


SORIA, SE 
To be known as the No. 105-D, this new and 


different display card is the latest in a series de- 

veloped by MASTER to promote impulse sales. YE % te Iy 
The padlock is displayed openly, enabling cus- , LAMINATEO 
tomers to see and examine both padlock and keys. ] k 
The sturdy, reinforced card, with metal bracket, P Ye | OC Y 

can be used as a display on pegboards, in bins, or 

hung from any merchandiser or wall bracket. 


NOTE: MASTER's individually-boxed No. 105 
will be continued as before, so when ordering 
you can choose whichever you prefer — either in 
@ carton (No. 105) or on a card (No. 105-D). 


DO YOU ALREADY HAVE 
THESE ‘‘BEST-SELLERS’’? 


—— 
VEO Ge 


(AMIN ATEO 


Padlock * 


Attractive and colorful display 
card 24%,” x 3%”. Packed 12 
to a carton. Space provided for 
insertion of retail price. 


Introduced during recent months, the No. 

22-D and No. 500-D have already proven 

their eye-appeal and buy-appeal in retail 

outlets all over the country. Featuring Specify Carded No. 105-D Dis- 
MASTER’s famous No. 22 and No. 500 play Cards on Future Orders 
laminated padlocks, these Display Cards from. Your Wholesaler. 

are also available at no increase in price! 


Master Jock Company. Milwaukee 45, Wis. Wolds Largest Padlock Monufactinors 


Want more facts? Circle 105, p. 141 





HARDWARE BUSINESS 
TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


credit men look ahead... 


The National Association of Credit Management has this to say 
about 1960 and the economy: A general business expansion appears 
secure, at least through mid-1960. NACM adds, credit money will 
stay scarce and costly. Industrial building, which can afford costly 
credit, will keep soaring. Home building, pinched by credit, may 
dip a little. Gross national product will near the $'% trillion mark, 
and auto production could top 7 million. Retail sales gains will con- 
tinue to be impressive. 


it takes time to make steel... 


Even with the resumption of steel production, sporadic shortages 
will plague manufacturers through mid-winter. It takes nearly a 
month to get mammoth equipment functioning fully. Then it takes 
weeks, maybe months to start to refill empty pipelines, such as the 
present void in galvanized sheet. It may be spring before all spot 
shortages are eased, and spot shortages bog down the biggest of 
production lines. It’s wise to boost stocks of steel items from a 
normal 30 day’s supply to 60 or 90 days if the budget permits. 


on-the-cuff sales peak... 


Consumer instalment credit broke a record in August. There is 
more than $37 billion outstanding in time-pay debt, nearly $4 bil- 
lion more than the same period in 1958. Non-instalment credit 
(charge accounts) zoomed too, to total nearly $11 billion. Total 
consumer credit may well pass the $50 billion level as the holidays 
near and new autos roll this fall. 


a good month for wholesalers . . . 


August was a good month for wholesalers. Sales were 10 percent 
ahead of August, 1958, and exactly even with July this year. Whole- 
salers’ sales for the first eight months of this year were 12 per- 
cent ahead of the like period last year. Inventories rose 8 percent 
in August. In dollars, wholesalers’ sales for eight months rose 
nearly $200 million to $1.6 billion. The outlook calls for more of 
the same. A record Christmas is in view. 
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* NEW COMPLETE LINE 
* NEW FEATURES 
* NEW LOW PRICES 


Products 
Famous For Quality and Performance 


Pobatelahvale (=e Ciavdele QkoLae:\ilaslelab4-tomm 3). 19°) @h-y-ladla-Me-tielale) al 


The new line of Pincor Mowers is the 
most complete and with the newest 
eatures: New more powerful Pincor 
Engines; New fingertip cutting height 
adjustments; New stop and go handle 
control. Prices are the lowest, profits 
for you are the highest. 
Other Pincor Products, portable 


electric power tools, gasoline engines, 
and electric generator plants are also 
quality and performance proved 
through years of service—and profit 
making too! 

Write, wire or phone for the New 
Pincor Plan for increased sales and 
more profits from them. 








MODEL 622-8 


MODEL 817-E MODEL 5521-BR 

















‘ear Col moh am od LO), | 5 2. Mee) 4 Ei 2) lepge)]: Bieie)]- i_je]- 7 wale). 


=i =2- Mes A-t-S el @ lod -4¢-lal_- me O's - See Ota lot: tole MCh Pelli lalell- Mi mm Mall -Jelalelal-m-)-8a-¢-lalla- wae B1e® 


Power Lawn Mowers « Electric Portable Power Tools » Gasoline Engines « Electric Generating Plants 


Want more facts? Circle 106, p. 141 
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A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


Steel goods will bear higher price tags. A major producer of gal- 
vanized ware recently hiked prices in its line by an average of 

5 percent in anticipation of higher steel prices to come following 
the strike settlement. Higher mill prices for raw steel are very 
likely. Across-the-board retail price boosts inevitably follow a 
Steel settlement, no matter how the settlement works out. When 
wholesaler and dealer margins are figured in, price increases 

on most steel hardware may run up to 10 percent. 





























Full-year mower promotion gains favor. More dealers are finding they can 
move power mowers in mid-winter, even during a snowstorm. A surprising 
number of mowers are sold as Christmas presents. Layaway terms are often 
the clincher for off-season sales. Customers like the idea of paying for a 
big, new mower out of spare cash. They buy higher priced models, don't 
look for discounts when encouraged to use convenient, no-interest layaway. 
Don't store 1959 leftover mowers in the stockroom. Clean ‘em up. Add a 


Christmas ribbon and a layaway sign. You can make sales instead of 
markdowns. 






































Big sales possibilities for automatic washers. A recent study 
Shows six out of 10 homes are washerless. While the other four 
homes now have automatic washers, they'll be targets for replace- 
ments in a few years at most. But the promotional emphasis now 
Should be on selling the 60 percent new-sSaleS=-prospects. Slant 
your ads, especially during the holidays, with an emotional pitch 


keyed to relieving housewives' drudgery in automatic-washerless 
homes. 





























Your newspaper advertising costs are going up. Advertising lineage, 

now higher priced than ever before, facesS more boosts. Labor, news- 
print, and production costs are seen rising almost everywhere in 1960. 
Cost increases will be passed on to retailers, as was the case in 

many newspapers this year. Ad rates went up more than 10 percent in a 
number of weekly and Sunday papers. Similar hikes seem likely next year. 
You'll get less space for the same budget. This means a more careful 
selection of what you advertise. Trim waste. Choose items that will 
return at least $10 sales for each $1 of ad cost. 
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FLEETLINE 











Here's the newest in high style, high quality, graded stain- 
less steel flatware—the ‘‘STYLIST’’ line by Wallace, created 
to fill the price gap in your stainless assortment. Teaspoons 
retail at only $.75. And there's a full assortment of dis- 
tinctive packaging to choose from. 

"Fh dai h &-Mon lh) Colantren ¢-Dac-1e Mm lele).@ncelm@ellalial-aicelelanmelal di cenal-lame-lale 
the Wallace name that means quality tableware, the new 


“STYLIST” line will trade up your stainless flatware customer. 


VAN AN el BN GD — 


A DiviStior ¥ RSM i 


Want more facts? 


STAR CREST : 


\ 
‘\ 


lt) the new Stylist” line! 


She'll SEE the difference. Four handsome patterns to choose 


from. She'll FEEL the‘difference. Heavier stainless. Graded 


...finely-balanced! (Never ‘‘bowl-heavy."’) It-will feel just 


right because there's perfect uniformity in every piece 
| ¢-Tol-Mal-1ae) om comeler-lina m3 ¢-1 1011-53 = 1-0 00-1 alenl-1 conor 1alell-1-Maal-t- lan 
bigger volume. Bigger profits. Ask your Wallace representa 


tive to show you the new “STYLIST” line. Or write Dept. 


f . 
Conn 


WH, Wallace Silversmiths, Wallingford 


/ SIAINLESS 


Circle 107, p. 141 
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CHEMICAL COMPANY 





THE FABULOUS “LIQUID 


THE HIT OF TH 


Pema- Shame made an exciting debut at 
last month's National Hardware Show. Here 
at last was a true urethane system... a 
brand new concept in clear wood finishing, 
Some of the remarkable properties of this 
"liquid glass"’ coating, listed at right, dem- 
onstrate how Perma-Thane makes other 
wood finishes obsolete. 






ee a. Tad 




















iM | 
t iy 
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DEALERS! 


See 2% ; 





NTEED 
THE word's FINEST GUARA 


re ( AA é CLEAR Leyuid Glas cinis™ 
‘ ; : ANT . 


FOR ANY wooo SURFACE 


= po 
hy RiOg exTer 
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“MEMICAL COMPANY, Come dge 
fi 

: ware aeETLA bh 

AA 4 AAA A AY 
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HERE'S WHY: 


INCOMPARABLY HARDER, HIGHER GLOSS 


SENSATIONAL DRYING TIME 


LASTS UP TO 3 TIMES LONGER THAN CONVEN- 
TIONAL FINISHES 


SCIENTIFICALLY BONDERIZED 


THOROUGHLY RESISTANT TO DAMAGE 








Ni Omg it-metelel tel. mae . 
=) - Bod. | 3 i hoy.) Se od o Be 
784 MEMORIAL DRIVE, UMPP 
DEPT. HAA, 


CAMBRIDGE 39, MASS. 














NEW SHAPE WESTINGHOUSE 
EYE SAVING WHITE BULBS 
fastest sellers 

in light bulb history— 
make all others 
old-fashioned! 
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Replace every ordinary-shape, old-fashioned bulb in your stock! This 
is the bulb the people want! A solid year of sales—and repeat sales— 
proves it! Now—in response to tremendous popular demand— West- 
inghouse offers a complete New Shape line—60, 75, 100, 150, and 
3-Lite—the 5 sizes that account for 80% of all your light bulb sales. 
Switch to the big seller today—it’s New Shape, and only Westing- 
house has it! 


P.S. Don’t forget, New Shape offers you at least 16% extra profit! 
And, no matter what brand of bulbs you now carry, you can cash in 
on the big switch to Westinghouse ... THERE’S A SALES PLAN 
FOR YOU! Contact your local Authorized Westinghouse Lamp 
Agent—your nearest Westinghouse Lamp Division Sales Office—or 
Westinghouse Lamp Division, Bloomfield, N..J. 


you CAN BE SURE...1F 7s Westi nghouse 
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USE-TABLE 
SPEEDS 


PAYS OFT 
$35 = 


@ 
, © + OFFICE 
ING dirt is the Gibbens, 


OxXCO FLOOR SWEEP 
MERCHANDISER NO. 1 
DISPLAYS, STOCKS, 
AND SELLS $81.18 
WORTH OF SWEEPS IN 
JUST 2.3 SQ. FEET 





Oxco’s sturdy floor sweep display takes DISPLAYS AND 
up less space than a stout sales clerk, STOCKS SWEEPS 
and sells sweeps on sight! The best FOR EVERY 


sellers in sweeps are displayed right out NEED 
in front, extra stock stores behind 
them. And on the bright top sign is the 
Oxco-developed use table that recom- 
mends the right sweep for the job 
assures customer satisfaction. 


iT’S FREE! 


This practical Oxco unit works for you 
for nothing! It’s yours free when you 
order your Oxco Floor Sweep Display 
No. 1. You get 18 of the most popular 
Oxco sweeps, matching handles and free 
stand in one shipping container. See your 
Jobber now for prices and full details. 


USES ONLY 
24” x 
132” AREA 





Co wa 
BrRuSH 4 S | complete 


OX FIBRE BRUSH COMPANY, INC. 
ereoenicun LelebGshed /§§4 maarvianod 
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es ...and Needed too! 


| ny 
and only ! 


| 
STpS | 


See eS ae ee 






























AMES ‘3 in I’ 
This completely new concept in stool design (patent pending) 
could only have been created by the leader in the field... 


Ames Maid. 


For years the industry has needed a stool that will fulfill all 
the demands of the consumer. 








This remarkable “3 in 1” stool needs no salesman—its versa- 
tility sells itself. 

The lift out feature of the light weight utility steps creates two 
entirely different pieces ... a handsome Bar Stool... conven- 
ient Utility Steps. The steps put you just where you want to be 
—in reach of almost anything. You'll find the Bar Stool at 
home anywhere—kitchen, bar, rathskeller, den. 

Beautifully done in a combination of new herring bone viny! 
upholstery and lustrous chrome plated finish. 














$798 * | 
LU $398 * 
e at home anywhere...bar...den | 
* Slightly higher in the West e bathroom steps for children... ideal 


WU 
AMES 


Since 


1774 








Parkersburg, West Virginia 


AMY 
my, +O. AMES CO. 


AMES ALSO MANUFACTURES THE FAMOUS LINES OF AMES AIRE CASUAL FURNITURE AND AMES GARDEN TOOLS AND SHOVELS 


Want more facts? Circle 111, p. 141 
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Nothing 
sparks 
sales 

like 
really 

200d 
ideas! 








No. 2667 BEATER ILLUSTRATED 


Feature this new two-dozen display pack 
to put punch in your one-hand beater sales! 


Now, Ekeco brings you a marvelous op- 
portunity for bigger sales with this color- 
ful, new, hard-hitting package. Each 
merchandising assortment contains six red 
handled beaters, six natural, six yellow, 
four turquoise, and two pink. Each lends 
itself to display in many high traffic areas 
in your store—helps you move the hottest 
selling quality kitchen item in America. 


Beater sales are doubling and tripling 
wherever the Ekco One-Handed Beater 
is featured. Homemakers like the idea of 
a One-Handed Beater, like the quality 
Ekeo builds into it, like the low, low 
price. You'll like the results this won- 
derful display pack will bring you. See 
your Ekco salesman right away. Order 
your stock of one-handed beaters today. 





EK(Q) “the quality name women fuour...aud fuy ! 


EKCO-AUTOYRE DIVISION EKCO PRODUCTS COMPANY CHICAGO 39, ILL. 
Want more facts? Circle 112, p. 141 
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UNIVERSAL’S 
/ NEW * 


r 
| ANOTHER IN 
* 

| 

| 




















New Features... New Design... New Low Price 


UNIVERSAL 2 and 4-Slice Toasters 


Slim, clean lines by America’s foremost designer plus WITH COLOR-CONTROL TOASTING 





precision performance that toasts any bread to the same Silent—No Ticking 


All-over, Even Toasting 
High-Rise Racks 


One-Slice Compartment 


brownness without changing control... that’s the all-new 
Universal Toaster. In two models for large or small families 
and with a low, low price tag to make fast turnover. In 


beauty, in value, in performance there’s nothing to match Hinged Crumb Tray 
this new Universal pair—stock up today! 


$16°5 and $2495 ) UNIVE RSAL 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 














Want more facts? Circle 113, p. 141 
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biggest 
sales 
ever... 














with the New Ti Buon by 


is already a proven trafic builder in the high mark-up, high 
profit price range. 





“Hottest houseware item of ’59,” say buyers, coast to coast. 


Ever since its sensational introduction, orders for Detecto’s Luxury Bench hamper retails at $14.95. Full size hamper, $15.95. Basket 
Ensemble have mounted at stop-watch speed. In one 5-day period, $5.95. Available separately. 

buyers opened accounts at the rate of one every six minutes. And A PERFECT MATCH! New Detecto ‘99’ BP scale gives absolute 

¢ : wma int That’c shi »} “ c . . . ’ , pore . a3. . 

the orders _ still rolling int What's behind the CRCHEMERE * accuracy even on rugs and uneven floors with stabilized mechanisin. 

Distinctive, original styling . . . outstanding quality features, King size lens for super-easy reading. With brass trim, $12.95. 






says one typical buyer. No wonder this unique hamper ensemble All prices slightly higher west of Mississippi. 


The most complete line of exciiing, action-getting 
specials...to give you greater traffic, greater markup 
all year long. 


. And only from Detecto! The 

most complete Kne of color- 

“| matched scale and vinyl ham- 

per ensembles—to give you 

. ‘| greater volume, larger unit 
sales! 


> 
© 4 
> © @ 4 


> 4 





Detecto Scales, inc., 540 Park Ave., Brooklyn 5, N.Y. 























For complete information, write Detecto Scales, Inc., or contact representatives—Baitimore, Md.: A. Littlejohn + Birmingham, Ala.: R. Custred « Boston, Mass.: J. McElroy 
Chicago, Iil.: W. Jacobson + Dallas, Texas: D. U. Parker « Denver, Colorado: J. Ramsey + Kansas City,.Mo.: R. P. Ingram + Los Angeles, Calif.: J. J. Firestone « Memphis, Tenn.; 
T. J. Carroll +» Miami, Fla.: Al Garwood + New York: J. Goldner, F. Daub + San Francisco, Calif.: Wagener & Swanson « Seattle, Wash.: P.N. Smith « Toronto, Canada: Diwalt Sales 


Want more facts? Circle 114, p. 141 
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NOW 
give your 
customers 





with the DAZEY 


MARK II 


WET Sey SwY TOYS, 4 World’s Finest Can Opener &/ 9 


For a limited time, you can order this complete eye-catching package — consisting of: 
1. 4 Dazey Canaramics — Model 102WM — White 
2. 4 Christmas wrapping papers and 4 luxurious Satintone bows (39¢ value each) 
3. Powerful self-merchandising carton 
4. Fully gift-wrapped dummy package for display 
-.. all for the regular price of 4 Canaramics alone. 
Six million LIFE magazine readers will read about Dazey’s free gift wrap offer... plus Dazey’s 
amazing LIFETIME GUARANTEE, (Canaramic is guaranteed for the lifetime of the user.) 
To this sensational selling story, add the most important fact of all: DAZEY IS THE WORLD’S 
FINEST CAN OPENER! 
Smooth one-handle operation punctures, cuts and releases can. Exclusive super-honed, grease- 
sealed cutting wheel never needs sharpening, never leaves a ragged edge. Order now from your 
jobber, Dazey representative or write us direct. 


Retail & ea- including free gift wrap. 


Be sure 


7 1) A/ LY Guaranteed for LIFE 
\ (except for 50¢ handling charges) 


THE DAZEY CORPORATION, ST. LOUIS 7, MO. Adver tised uv 


Want more facts? Circle 115, p. 141 
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THE IA GLAZING AND (~) 


CAULKING = BRILLIANT 


WHITE, NEEDS 


COMPOUNDS ON (a=, Lin 
THE MARKET! 








These high quality, popular priced, compounds 
have earned a “‘preferred”’ rating with your 
customers, resulting in repeating sales, due 
to their dependable performance. 


PLASTI-GLAZE BRILLIANT WHITE— 
for general use. Easy to handle. Sets tough 
and elastic. Stays “‘live’’ for years. Packaged 
24, 1 Ib. cans per carton. 


NEW PLASTI-GLAZE ALUMINUM GRAY— 
a specially formulated and colored compound 
for use on aluminum sash. Ready for use, in 
double-tight cans. 


STAZON CAULKING COMPOUND— 
use inside or outside. White or gray—no price 
penalty. Easy to use. Packaged ten 1/10 gal. 
foil-seal cartridges with dripless plunger, in 
display carton. 


PLASTIC PRODUCTS COMPANY Main Office and Laboratory 
6475 Georgia Ave. «+ Detroit 11, Mich. 





Factories: Detroit ¢« Chicago ¢ Jersey City « Richmond, Va. 
Manufacturing Subsidiaries: Oakland * New Orleans « Kansas City 
Tampa ° Toronto 
Want more facts? Circle 116, p. 141 
HARDWARE ACE, October 22, 1959 © 25 





Daredevil, High-Flying Painters Bruch with Courage! 


BREAKING IN 
NEW MEN CAN BE 
TOUGH IN THIS 
BUSINESS! You 

CAN’T AFFORD MANY 
MISTAKES SWINGING 
FROM A ROPE 
300 FEET ABOVE 
THE GROUND! 


of 
ie 
* Se 




















ANIPAINTING THE SMITH COMPANY'S | [ Jia, I KNOW YOU/RE 
| 335-FOOT CHIMNEY WAS A RUSH | | A TOP-NOTCH PAINTER... ) PUT ME ON, TOM. 
3) JOB. AND THIS OLD LANDMARK | | BUT STEEPLEJACKING / I KNOW YOU’RE 
NEEDED PLENTY OF PAINT.” IS A LOT DIFFERENT ~~ SHORTHANDED... L 
FROM WHAT You'vE } CAN DO IT, JUST 
BEEN DOING. GIVE ME. THE TOOLS! 

















Ts ; Rie . 


THERE'S ONLY ONE PAINTING TOOL “JIM LOOKED PALE WHEN HE 
FOR A PROFESSIONAL STEEPLEJACK.| | WENT UP. HE GRITTED HIS TEETH 
THAT'S A PAINT BRUSH. HIGH WINDS,| | AND THREW ME ASMILE. BUT 4 THANKS TO 
RAIN, SLEET AND SNOW REALLY BEFORE I KNEW IT HE WAS JIN'S HELP WE 
BATTER TALL STRUCTURES. AND A PAINTING AWAY LIKE HE WAS v4 MADE OUR DEADLINE. 
GOOD BRUSH WORKS PAINT RIGHT IN HIS BACK YARD. ee ‘4 AND THANKS TO 
INTO A SURFACE...KEEPS PAINT ON — i. ‘See GOOD PAINT AND 
YEARS LONGER. WHEN A COMPANY oie Ye | QUALITY BRUSHES, 
PAYS TOP PRICES, THEY EXPECT / we. THE SMITH COMPANY 
THE BEST. , wail lt Nr el CHIMNEY LOOKS LIKE 
NEw. IT WILL STAY 
THAT WAY, TOO, FOR. 
A DOGGONE 
LONG TIME! 





























The American Brush Manufacturers Association, Paint Brush Division Go 


MR. DEALER: CU7 OUT ANO POST THIS AD WHERE CUSTOMERS CAW SEE /T. 








Want more facts? Circle 117, p. 141 
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PERCLIP out-performs all others — makes all others old-fashioned 


THIS IS A PERCLIP. . . . . THIS IS HOW EASY IT WORKS! 
1. | , A 


Insert lower leg Slip base plate 
of the PERCLIP of fixture thru 
then gently snap loops ‘til it locks 
top leg into hole. in position. 


hig reasons 
pee are demanding 


wily ANS 





_ 


MOUNTS FLUSH.PERCLIP works WON'T FALL OUT. The fixture 
fine with the board right against spreads the tension clip, exert 
the wall. No spacers, no firring ing a pressure that holds the 
are needed PERCLIP firmly against the wall. 











WON’T WOBBLE. PERCLIP’S USES 100% OF BOARD SPACE. CUTS INVENTORY IN HALF. 

spring tension holds the fixture PERCLIP fits into any hole in ¥g"' or V4" board uses the same 

fast to the board. No extra the perforated board, even with fixtures, buy one inexpensive 
A stabilizers are needed firring behind it. PERCLIP for the size needed. 











PERCLIP is performing to a nationwide audience 


ALLAN 
Po sah MANUFACTURING 


f DIVISION 


® 
ercliip 
= |e: 325 Duffy Avenue 
MAGAZINES NEWSPAPERS _ DISPLAYS Hicksville, N. Y. 


Sold coast-to-coast 
A big two page an- Mat ads of va:‘ous An attractive floor dis- 


nouncement spread sizes are available play is available and thru reliable wholesalers. 
will be followed by a with your store name all the direct mail lit- 


hard-hitting campaign. and address. erature you can use. &) Tr. Mk. Patents and/or pdg. Pats. USA 


Want more facts? Circle 118 
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Now is the time for 


ROYAL,’ , 
Cr. ectaRaic if 
HEAVY DUTY EXTENSIONS 


Boost your electrical supply business by stocking and DISPLAYING Royal 
“POWR-KORD” Extensions—the premium quality line that’s priced for 
volume and profit, too! Available in Black Rubber (2- and 3-wire, sizes 18 
thru 12), Red Rubber (2-wire, sizes 18 and 16), Yellow or Red 
Thermoplastic (2-wire, sizes 18 and 16)... all with molded-on 

caps and connectors... individually packaged. Rubber cord 

lengths 10’ to 100’; vinyl 25’ to 100’. 





Order from your wholesaler: 
he has “POWR-KORDS"” in stock. 


ROYAL ELECTRIC CORPORATION 


i PAWTUCKET, RHODE ISLAND 
ELECTRIC Miis in Canada: ROYAL ELECTRIC COMPANY (QUEBEC) LTD. 


. an associate of mae Pointe-Claire, Quebec. 


Want more facts? Circle 119, p. 141 
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ceRrROoO™ 


RriGH' 


Hom be, ul ful 


A new and easy 
way fo attract 
customers — 


Make your store a Floor Refinishing Headquarters 
and take advantage of the Bic Pusx by 
BeHr-Manninc. A simple suggestion to your 





customers how to make their old floors 





like new will start the cash register ringing — 
and keep it busy! Renting a floor sander is 
only the beginning — you keep ringing up 
sales on sandpaper, cleaners, shellacs, 


waxes, polishers 


Get BEHR-MANNING traffic-stopping 
Display Kit ... easel-mounted reproduction 
of our HOUSE BEAUTIFUL ad and illustrated 
instruction folders on Floor Sanding. 

Ask your BEHR-MANNING representative 

or write direct to Dept. HA-10. 


— Be me wey 
. % - » 


TROY, NEW YORK 
A DIVISION OF NORTON COMPANY NORTON 


y: ABRASIVES 
BEHR-MANNING PRODUCTS: Coated Abrasives ° Sharpening Stones *  Pressure-Sensitive Tapes 
NORTON PRODUCTS: Abrasives * Grinding Wheels + Grinding Machines + Refractories + Electrochemicals 
1 Canada; Behr-Manning (Canada) , Brantford. For Exp N *hr-Manning Overseas Inc., Troy, N. Y., U.S.A. 


Want more facts? Circle 120, p. 141, 
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EVERY GARDENER A 


EXAGGERATION? 


They re prospects because labor saving is moving 
outdoors! Because the power tiller and riding 
mower are to gardening what electric appliances 


are to housekeeping. And the profit potential is tremendous! 


With CHOREMASTER you can count every gardener 
as a prospect because the CHOREMASTER line is 
built with every gardener in mind . . . from 
small plot owner to acreage agriculturist. 
CHOREMASTER Sales are easy . . . really 
competitive prices, tremendous 

manufacturer support! 


a : 
7 P. 


je 


Built by 
YUBA 


World’s Largest Tiller Manufacturer 


Want more facts? Circle 121, p. 141 





33” Commercial Tiller 


COMPLETE CUSTOMER ACCEPTANCE 
More than half the tillers now in use are YUBA 
manufactured. You cant beat that for customer 
acceptance ... and it couldn't have been done with- 
out superior quality! 


MOST COMPLETE LINE 


Makes every gardener a good prospect! 


Heavy Duty Tiller built for serious amateurs and 
professional gardeners. Most popular model at a 
popular price. 


33” Commercial Tiller exceeds commercial gardener 
specifications. Extra rugged 


gg low priced, 
4.5 H.P. « ngine, 


Special 
Tiller 


Special Tiller designed to make the average gardener 
tiller conscious. Budget priced. 


“Sports Car” Rider combines “small lot” agility, big 
job stamina. Comparable mowers cost up to twice 
as much! 


SPECTACULAR PROMOTION 


CHOREMASTER will be seen by more than 90 million 
readers of national consumer magazines and in key 
city newspapers. Most liberal co-op advertising plan 
ever offered ! 


FABULOUS DOLLAR DERBY 

Opportunities galore to win trips to Kentucky Derby 
or many other big prizes! No obligation to buy! 
Any dealer may enter by letting distributor salesman 
tell him the Dollar Derby story, Just write “S Derby” 
on your letterhead and mail tod: ay to Dept. CHA-10. 


Manufacturers of World-famous SHOPSMITH Mark 5 


YUBA POWER PRODUCTS, INC. 


800 EVANS 


CINCINNATI z OHIO 


A Subsidiary of 


YUBA CONSOLIDATED INDUSTRIES, INC. 


Want more facts? Circle 121, p. 141 





Plan now for extra profits next season with the 


COMPLETE ANTROL LINE! 


e Dependable, quality 
products owes, 
e Competitively priced 


e Strong, local and 
national advertising 























Special promotion to build higher 


profits that help you realize top in- : . 
Quick-killing ...long- 4) iinet. 


. | . 
come. Call your Antrol Supplier today lasting action on ’ Perfect Dust — kills contains Malathion and 
insects, mites and ~ insects, mites and Captan in unbreakable 
‘ diseases. controls diseases. squeeze duster. 
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Four Hose Sprays: Stops dog and cat dam- 
Convenient, effective ~ Garden Insect Killer, age... protects shrubs, 
control of ants. Chlordane Soil Insect flowers, trees, etc. Also 
Killer, Weed & Brush * available — Indoor Ridz. 


Killer, Crabgrass Killer. 
Pg ape e250; 


Specially made for 
house plants. Econom- 
ical and safe to use. 


Pe SIE ww’ 


Harmless to plants 
... gives ‘“‘New Leaf 
Shine.” 


fare 
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ML SESECTS GiTES om 
Kal wm ROSES FLOWERS 





Ct ANON sweves TREES 
W CRABGRASS SEED WTS one VEGETABLES 


























* 
Contains 2,4-D and Protective seal for &Y Prevents germination : Kills insects, mites, Hose attachments — 
2,4,5-T and has squirt %* pruned or damaged of crabgrass seed. % scale...makes up to 16 Heavy spray for lawns 
top for spot application trees. Prevents sapflow. . ¥ Kills lawn insects, + -* gallons of mixed spray , and trees—light spray 
. Se grubs, termites. RR ; for shrubs. 
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ORDER 
STOCK 
ANTROL® ene 


.. fine high-prorit 


rouse | Boyle-Mid way 


TODAy 
d DISPLay ¢ 


the com 
— Your customers’ fevorieent natret tine. 





LOS ANGELES, CALIF. * BROOKLYN, N.Y. * CHICAGO, ILL. * CANTON, OHIO » CHAMBLEE, GA. * CRANFORD, N.J. * SEATTLE. WASH. * DALLAS. TEXAS 
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You'll always 
get a good 
one! 














On the only production line of its kind; 
every Warren-Teed sledge is auto- 
matically heat' treated to the same, 
perfect depth of hardness. Result? No 
uneven wear, spalling or chipping 
caused by soft, untreated striking 


areas. 


From the outside you can't see this 





J JeV-toumed-lousbelemeseloM (-)eehel-retelemel-)e(-leisleye 
—but it’s there. Longer, safer use 


under all job conditions prove it. 





* Cutaway view of a Warren-Teed sledge show- 


ing depth and uniformity of heat treatment. 








WARREN-TEED” 
TOOLS 
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WARREN TOOL CORPORATION 
? WARREN, OHIO 








All kinds of 
folks buy... 


| ‘ 


y woo? 


roots ® 





Wood's TRU BLU Mod. GE10—Trims aX | | 
away overgrowth by shearing action ~~ SS. af 

of moving sprocket wheel against SS - f. 
fixed blades. Trims flush to pove- X : 


ment with no V of bore earth at the 
edge. It’s fast, and there is no kneel- 


ing, stooping, or squatting as with Hi . 3 
hand shears. - \ 
Retail: Mod. GE10 tans. 

(single wheel,long axle) $5.36 y of NS 


Mod. GE20 (double wheel) $6.26 

Mod. GE5 (single wheel, Pi ’ Nee a. 
short axle) $4.50 ; ' “SS Wood's TRU BLU Model GME — The oe 

/ | patented miracle edger that you just = 

put on the edge of the walk and pull 7 

NS toward you, Cuts through turf ont 
overgrowth, and leaves a clean — 
: sharp edge, Adjustable for depth of 4 
WR cut. No moving parts. Easy to use. » 


AQAL Retail: $3.50 >’ 
bs ; 


~~ 
™ . 
£, ‘ Se 


oe 


— Because Wood makes all kinds of edgers for all kinds of home 
gardeners. And lawn edgers are pleasantly profitable plus-sellers in 
your garden tools department. Usually they sell on impulse. Only 
thing is that you need different kinds for different kinds of people. 
—Thrust type half-moon blade edgers, push type rotary edgers, 
and the new, patented pull-type miracle edger. You can have them 
all under Wood’s TRU BLU label. Good values at full profit. Ask 
your jobber. Insist on TRU BLU garden tools by Wood. 
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‘obffine. MOWERS 


20” ECONOMY 


BLADE: 19” pitched steel; ENGINE: 
2 Cycle 2 H.P. Clinton; HOUSING: 
16-gauge steel, staggered wheels; 
TRIMMING EDGE: 12”; WHEELS: 6” 
diameter, diamond tread, easy 
height adjustment; HANDLE: Stor- 
Mower with Hi-Lo adjustment — 
stands upright for storage, 2 posi- 
tion 5” height adjustment; COLOR: 
Deluxe copper finish with red trim; 
NET WEIGHT: 37 Ibs.; SHIPPING 
WEIGHT: 43 Ibs. 


MODEL G20AC 


22° DELUXE 


BLADE: 21” pitched steel; ENGINE: 
4 Cycle 2’2 H.P. Briggs & Stratton, 
rewind starter, hand throttle; 
HOUSING: 14-gauge steel, stag- 
gered wheels: CLUTCH: Steel, 
non-slip; TRIMMING EDGE: 1%”; 
WHEELS: 7” diameter, diamond 
tread, easy height adjustment; 
HANDLE: Stor-Mower with Hi-Lo 
adjustment — stands upright for 
storage, 2 position 5” height adjust- 
ment; COLOR: Deluxe copper finish 
with red trim; NET WEIGHT: 54 lbs.; 
SHIPPING WEIGHT: 62 Ibs. 


MODEL E22AB 


20” DELUXE 


BLADE: 19” pitched steel; ENGINE: 
4 Cycle 2 H.P. Briggs & Stratton, 
rewind starter; HOUSING: 16-gauge 
steel, staggered wheels; TRIMMING 
EDGE: 2”; WHEELS: 6” diameter, 
diamond tread, easy height adjust- 
ment; HANDLE: Stor-Mower with 
Hi-Lo adjustment — stands upright 
for storage, 2 position 5” height 
adjustment; COLOR: Deluxe copper 
finish with red trim; NET WEIGHT: 
41 lbs.; SHIPPING WEIGHT: 47 lbs. 


MODEL G20AB 


22° LUXURY 


BLADE: 21” pitched steel; ENGINE: 
4 Cycle 3 H.P. Briggs & Stratton, 
Choke-A-Matic control, remote re- 
wind starter; HOUSING: 14-gauge 
steel, staggered wheels; CLUTCH: 
Steel, non-slip; TRIMMING EDGE: 
¥2”"; WHEELS: Quick-A-Matic wheel 
adjustment — 7” diameter, diamond 
tread; HANDLE: Stor-Mower with 
Hi-Lo adjustment — stands upright 
for storage, 2 position 5” height 
adjustment; COLOR: Deluxe copper 
finish with red trim, handle chrome 
plated; NET WEIGHT: 56 lbs.; SHIP- 
PING WEIGHT: 64 Ibs. 


MODEL E22AA 


> 
> 
> 
+ 


MODEL E22AW 
Same as MODEL E22AA except 
comes equipped with new Wind-A- 
Matic Starter rather than the re- 
mote rewind starter. 








\ 








Competitively Priced! Fast Turnover: 






20” LUXURY 


BLADE: 19” pitched steel; ENGINE: 
4 Cycle 2 H.P. Briggs & Stratton, 
Choke-A-Matic control, remote re- 
wind starter; HOUSING: 16-gauge 
steel, staggered wheels; TRIMMING 
EDGE: 12”; WHEELS: Quick-A-Matic 
wheel adjustment — 6” diameter, Dear Mr. 
diamond tread; HANDLE: Stor- 
Mower with Hi-lo adjustment — 
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MODEL G20AW 
Same as MODEL G20AA except 
comes equipped with new Wind-A- 
Matic Starter rather than the re- 
mote rewind starter. 









22” SELF-PROPELLED* 25” GIANT 


BLADE: 21” pitched steel; ENGINE: BLADE: 24” pitched steel; ENGINE: 
4 Cycle 3 H.P. Briggs & Stratton, 4 Cycle 3 H.P. Briggs & Stratton, 
Choke-A-Matic control, remote re- Choke-A-Matic control, remote re- 
wind starter; HOUSING: 14-gauge wind starter; HOUSING: 14-gauge 
steel, staggered wheels; CLUTCH: steel, staggered wheels; CLUTCH: 
Steel, non-slip; TRIMMING EDGE: Steel, non-slip; TRIMMING EDGE: 
¥2”; WHEELS: Quick-A-Matic wheel "2 ; WHEELS: Front — 7 diameter, 
adjustment; Front — 7” diameter, diamond tread ... Back—8 _di- 
diamond tread .. . Back — 8” di- ameter, diamond tread, easy height 
ameter; HANDLE: Stor-Mower — adjustment; HANDLE: Stor-Mower 
stands upright for storage; COLOR: with Hi-Lo adjustment — stands up- 
Deluxe copper finish with red trim, right for _ storage, 2 position 5 
handle chrome plated; NET WEIGHT: height adjustment; COLOR: Deluxe 


: HT: 73 Ibs. copper finish with red trim; NET 
£8 Seg Ser ae sion WEIGHT: 59 Ibs.; SHIPPING WEIGHT: 


67 Ibs. 




















MODEL SP22AA 





*Patent No. 2903081 







MODEL D25AB 











MODEL SP22AW 
Same as MODEL SP22AA except 
comes equipped with new Wind-A- 
Matic Starter rather than the re- 
mote rewind starter. 





HI-LO ADJUSTMENT 


Handle adjusts up or down a full five inches, 
a comfort feature for both men and women. 


STOR-MOWER 
HANDLE* 


Handle stands upright for 
convenient out-of-way storage. 


*Patent Pending. 


QUICK-A-MATIC 
ee WHEEL 
WIND-A-MATIC =m ADJUSTMENT 
STARTER al 
Spring-held leve can be 
New spring action feature makes oP easily moved to any of three 
starting easier than ever before. different height adjustment 


Just wind the crank, release and positions. 
the mower is ready for operation. 


~ 


BAFFLE obi - BLADE & 
— = fe ADAPTER 


Another Atlas-Aire feature 
to help you boost your sales. 


7 —~= ee VY - 


~~ — a 
‘ “— i. 


> 
. 


- — @® 


The baffle not only promotes 
safety but also prevents 
clogging and creates suction 
to pull grass upright for 
quicker, even cutting. 


New adapter promotes 
easier starting . . . bolts 
provide additional safety. 























THOUSANDS AND THOUSANDS OF DEALERS AND PROSPECTIVE DEALERS 
WILL READ ABOUT THE 1960 ATLAS-AIRE LINE VIA FULL-COLOR SIX- 
PAGE INSERTS AND FULL-PAGE COLOR ADS IN THESE IMPORTANT TRADE 
PUBLICATIONS! 





HARDWARE RETAILER GARDEN SUPPLY MERCHANDISER 
HARDWARE AGE SOUTHERN HARDWARE 
i, HARDWARE & HOUSEWARES ioe 


Never before has Atlas launched such a powerful, dynamic campaign 
directed toward the dealer. A consistent schedule of hard-hitting ads, running 
through the fall, winter and early spring months, will let your dealers know 
that Atlas-Aire is the line to carry for 1960. 


MILLIONS AND MILLIONS OF CONSUMERS WILL SEE, HEAR AND READ ABOUT 
THE 1960 ATLAS-AIRE LINE VIA THESE POWERFUL ADVERTISING MEDIA: 























LIFE MAGAZINE LOOK MAGAZINE 


A series of two-color ads will run in these powerful magazines (combined 
circulation approximately 12,000,000) during the peak months of 1960, 
letting the consumer know that Atlas-Aire is the power mower that gives him 
all the quality features he wants at a price he can afford to pay. 


SUNDAY NEWSPAPER ROTOGRAVURE SECTION 


Large, tabloid-size ads will run in local newspapers throughout the country 
reaching the consumer on a local basis. 


TELEVISION ANNOUNCEMENTS 





In designated areas throughout the country, the consumer will see the 1960 
Atlas-Aire Power Mower demonstrated on TV .. . action-selling that will 
result in additional sales. 








RADIO SPOTS 


Hard-hitting, saturation schedules on key radio stations throughout the coun- 
try will feature live and recorded announcements at prime listening times. 










OUTDOOR BILLBOARDS 


wf Full-color, eye-catching 24 sheet posters will be strategically located where 
traffic is the heaviest. 







DIRECT MAIL 


The entire advertising campaign will be backed up with attention-getting 
mailing pieces sent right to the consumer at his home. 


MORE! MORE! See Back Page For Dealer Sales Aids! 


we roe wae GLOSSY PHOTOS 
2 * 
Real Shopper Stoppers ! Make up your own ads with 


These big, colorful tags hanging | these free 8 x 10 photos. . 
on the handle of your Atlas-Aire complete with all features 
Mowers will really gain your imprinted right on them for 
customers’ attention and pro- , your use. 

mote more sales for you! | 


NEWS MATS 


There is one available 


FULL-COLOR BROC?,JRES 


MOWERS 


Use these in the store to sell Pa: “(orm : w._|| for every Atlas-Aire 
your customers or send them : : ~ See ll model. The mats fea- 
by mail to your prospects. — 007 BS ] ture hard-hitting copy 
Illustrates the full Atlas-Aire Za “(eit -<olll i with plenty of room for 
line in black, red and metallic : _ ~~ i! | your store name and 
copper colors. —# | | address and a big space 
seers neeneed: | for the price, too! 


COLORFUL 9 campLE RADIO ANNOUNCEMENTS 


WINDOW Complete sets of radio announcements are available 
STREAMERS with places for you to fill in both your retail price 
: and the name and address of your store. Use them 
Put these giant 48” x 24” streamers in your window on your local radio stations to draw in more traffic! 
and you'll bring in plenty of store traffic. Includes a 
place for you to write your retail price. 


hw hv ll 


Your wholesaler has a complete stock of 
these sales aids. Order from him or write 
direct to the manufacturer. When order- 
ing, be sure to indicate which sales aids 
you want, the quantities of each and the 
mower models when necessary. 


ENVELOPE STUFFERS 


One for every Atlas-Aire mower geprrserxTreryt 
in the line. Drop in your regular | 

mailings or send them alone! 

Will help you build more store 

traffic. There is a place for you 

to write in your retail price. 








ATLAS TOOL & MANUFACTURING COMPANY 


ROTARY POWER MOWERS * ROTARY POWER TILLERS » BARBECUE BRAZIERS > WINDOW & PORTABLE FANS 





NOTHING BRINGS OUT THE LONG GREEN 











LIKE THE LAFAYETTE “STROLLER! 









Model No. A-4592 





——_ 


PRICED FOR MASS MARKET PROFITS! 


ONLY 2 5 9D acne By CONSUMER MONEY-BACK GUARANTY! 


Everyone wants a walking sprinkler. Now they can afford one. Priced right! Styied 
right! Lafayette’s STROLLER is helping dealers everywhere to rack up bigger garden 
department profits than ever before. Check these features: 


@ For small or large lawns! @ Pulls 250 ft. of plastic hose! @ Moves 20 or 40 ft. per 
hour. Interchangeable gears! @ Waters 60 ft. circle with 72 gallons of water a minute! 
@ Tracto-drive tires, especially designed by Firestone, go up hills, around corners, etc., 
yet never bruise grass! @ Adjustable dual-reach nozzles! Throws long and short spray 
simultaneously! @ Free automatic stop can be placed anywhere! © Free snap-on 
coupling permits instantaneous hose connection! 





CARRY-AWAY DISPLAY BOX! 


ms 
LAFAYETTE BRASS MANUFACTURING CO., INC. * 409 Lafayette Street, New York 3, N. Y. 
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6 BEAUTIFUL GROUPS WITH THE 











39 Models in Aluminum and Steel! 


You’re seeing the world’s most attractive and most rugged 
leisure furniture ... exclusively from Arvin for 1960! Notice 
the new Lustracolor Group shown above its styling 
offers the promise of complete comfort your Customers just 
can’t resist. The graceful design is highlighted by an exciting 
golden-glow enamel finish on high-polished aluminum 
frames with sparkling white ’n gold stripe Saran webbing, 
and features Arvin’s new Safti-Lok. This is but one of Arvin’s 
six outstanding Groups in a complete price range for every 
budget... and before you choose your °60 line, you owe it 
to your business to learn all about the exclusive Arvin sales 
advantages including exclusive new FaBri-LoK that will 


. 


profitably turn ‘shoppers”’ into buyers. Contact Arvin now! 


* 
rewire 
2 2 
ae A | 
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Arvin also manufactures Radios, Phono 
graphs, Portable Electric Heaters, Com- 
plete Electric Home Heating Systems, 
Car Heaters and Car 







ironing Tables 


Mufflers. 


ARVIN INDUSTRIES, INC. 
Consumer Products Division 
Columbus, Indiana 


Millions of Families Enjoy Arvin Products 


FOREMOST ADVANCES IN THE INDUSTRY 












HM WW 8 FR Gives You The Three Greatest 
Selling Advantages In Leisure Furniture! 


wan 
. 


TODAY! 


* 


a, Lo ae 
55 


| . Exclusive FABRI-LOK—With 
Arvin, no longer are webbing and 
clips separate units. New Arvin 


| FABRI-LOK (Pat. Pend.) bonds 
both into an integral piece from frame to frame—it 
cannot pull out, cut webbing or snag stockings. 
This exclusive engineering achievement provides 
solid comfort and years of trouble-free service. 
F ABRI-LOK is used only with Arvin's new propylene 
webbing that will not fade, mildew or deteriorate. 
Look to FABRI-LOK for more chair sales! 











Exclusive SAFTI-LOK—Arvin 
brings real meaning to stability 
with this greatly needed improve- 
ment in forward-fold chairs. A 
positive-locking mechanism prevents chair from 
folding, pinching when occupant moves forward. 
All Arvin forward-fold chairs have SAFTI-LOK! 





Exclusive LUSTRACOLOR— 
an important process-discovery 
that actually bakes bright color on 
to stay! The metal retains its lus- 
ter, will not oxidize, corrode or rust, and the finish 
never needs painting. Lustracolor catches your 
customer's eye, appeals to his sense of value! 
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rw if 
“Charky” 
Grills 















j wa 
Deluxe “Charky” 
50613 cl&sed view 


Five New Models 
with Sturdy Triangle 
: Leg Construction! 








i 40G4 





As anv good merchant knows, outdoor leisure living is today’s fastest growing market 


and Arvin “Charky” Grills (and Arvin Letsure Furniture) offer the finest 








functional styling to let you take fullest advantage of this profitable held. 


For example, let's suppose you're featuring the new Arvin 1960 line of “Charky”’ 
Grills. You'll convince and sell more customers with advancements like those in the 
exclusive-design Deluxe ““Charky”’ box-ty pe model shown above: a chromed con- 


vertible hood for broiling, smoking, braising and baking, or folded down as a serving 





cart... party-size 24” x 16” chromed grid . . . fully adjustable fire-pan . . . large 
storage area and cutting board... rugged spit and skewers powered by U. L. motor 
_ sturdy lee construction ... and it all folds flat for wheel-away storage! 


All this and more 1s what will attract the growing crowds of outdoor cooking en- 
thusiasts vour way. and send more of them home with vour Arvin line that meets 


every purpose and price requirement. Make ita point to « all Arvin this week! 


IT’S SHOW TIME! See the exciting new Millions of Families Enjoy Arvin Products 
Arvin Barbecue Grill line at New York Sum- 
mer Furniture Show, Nov. 2-6, 1150 Broad- 
vay, 6th Floor, and at Chicago Summer 
Furniture Market (Furniture Mart), Oct. 
19-23, spaces 501-502. 








! ry f . Dhancr ry | 
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10616 ARVIN INDUSTRIES, INC. « Consumer Products Division » Columbus, Indiana 
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Too good to pass up. 


Passers-by stop and buy when you have this sales- 
building Swan Profit Package on your floor. It con- 
verts just 3.7 square feet of space into a top-profit 
garden hose merchandising center. It assures prom- 
inent display for Swan’s most popular best-sellers. 


It gives you a complete price range ... helps you 
sell up ... builds impulse sales... simplifies stock 
control. 

Best of all! Your profit on the whole package is 
a neat $38.00. The Swan Profit Package is avail- 
able now for a limited time only. Call your dis- 


*Leading distributors will offer 5% for early orders. Net dealer cost 


tributor today and get set for bigger profits dur- 
ing the coming spring and summer selling season! 
Swan’s Profit Package Includes: 
5 coils Swanseal @ $3.95 each 
5 coils Swanseal Supreme @ $4.95 each 
5 coils Swan Nyl-Cord @ $5.95 each 
5 coils Swan Single Braid Green @ $7.95 each 


Total retail value of hose and merchandising dis- 
play is $122.00. Your cost is $80.00*. YOUR 
TOTAL PROFIT — $38.00. 


rust $76.00 
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copy or write Swan Rubber Company, 
Bucyrus, Ohio. 


FREE! 1960 Swan 
Garden Hose Catalog 
Illustrates in full-color and describes 
every garden hose in the complete 
Swan line. Ask your distributor for a 


SWAN RUBBER COMPANY 
Bucyrus, Ohio 
You can trust the products... made by SWAN 


Want more facts? Circle 128, p. 141 
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COLUMBIAN PICK-ME-UP 
SELF-SERVICE 
MERCHANDISER 


Displays rope ready-meas- 
ured, ready cul, ready-to-go. 
The customer sells himself. 
For 50 and 100 ft. Columbian 
Manila Rope Coils, with top 
shelf for ski-rope and other 
Columbian products in small 
coils or cartons. The Pick-Me- 
Up stands 54'2” from the 
floor—yet takes less than 4 
sq. ft. of floor space. 


COLUMBIAN ROPE 
MERCHANDISER NO. 57 


With this Columbian mer- 
chandiser, you sell rope by 
the foot, give the customer 
the exact length he asks for. 
The No. 57 is equipped with 
a simple, accurate measur- 
ing device and cutter. You 
make a sale as fast as, you 
can cut a rope. And the un- 
used rope remains coiled. 


Want more facts? 


your customer for the 


Quality, strength and selection . . . these are 
a few of the reasons that everybody who comes 
into your store is a customer for one or more 
of the items in your complete Columbian Cord- 
age line. 


COLUMBIAN STABLIZED 





NYLON ROPE 


...on woolen reels, with larger 
sizes in coils also. Nylon is a 
top-quality rope combining su- 
perb appearance with excep- 
tional tensile strength, natural 
resistance to water and extra 
long life. “Stabilization” is a 
patented Columbian process 
which prevents fluffing or un- 











raveling when cut. 


COLUMBIAN H.T.° 





POLYETHYLENE WATER 
SKI-ROPE 


...in attractive individual dis- 
play boxes, packed six in a 
master carton. This _high- 
strength water ski-rope floats 
keeps itself out of the way of 
propellers and makes it easier 
to retrieve skiers from the 
water. Minimum shipment, one 
carton. 











*H.T. —- High Tenacity. 


COLUMBIAN COLPACK 





CARTONS 


(25 lb., 50 Ib., 75 lb., 100 Ib.) 
for Columbian Manila Rope in 
diameters from 4," to 74". The 
rope is dispensed through a 
hole in the top of the carton, 
without removing the coil. You 
can sell either by the carton 
or by the foot. Colpack per- 
mits you to stock nine popu- 
lar sizes of Columbian Manila 
Rope while maintaining a 
minimum inventory. 


MANILA ROPE 





(, TWINES 7 


— n\n F 
Auburn “The Cordage City,” N. Y. 


Circle 129, p. 141 





HOW TO PROFIT FROM |g 
HOME WATER SOFTENERS— Sie: 
WITHOUT STOCKING THEM! 


~~, 
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It’s easy. Just let a water-softener dealer in 
your area display one of his units in your store. 
You provide him with sales leads. In return, 
he will recommend you as the source of supply 
for Sterling Water-Softener Salt to regenerate 
the new units he sells and installs. 


This arrangement will draw more customers 
into your store (the market for home water 
softeners is growing by leaps and bounds)! It 
will enable you to sell more of the profitable Sterling from the complete line of premium-quality 
Water-Softener Salt products. And the added store Sterling Water-Softener Salt products. 
traffic will prompt many impulse purchases of 


, - At the same time, your Sterling representative 
other items! (Of course, if you handle softeners : 5 ESP 


can furnish you with free tags, an “Authorized 

Dealer” sign, mailing pieces, ad mats, in-store 

posters, and other colorful material to help you sell 

What Sterling Salt product more Sterling Water-Softener Salt. Just clip the 
should you carry? coupon for further information. 


yourself, you’re equally wise to set up a display of 
water softeners and Sterling Water-Softener Salt.) 


Different water-softener manufacturers often rec- 
ommend special types of salt to regenerate their 


units. You don’t have to carry all these different | 1 
International Salt Co., Inc 
Department HA-6 

Scranton 2, Pennsylvania 


types! Your Sterling representative can advise you 

which Sterling Salt product will do the best job of 
ese 2 , QO ¢ J " » q S y > > ' I ) "> 2 , ; 

regenerating any particular softener in your area I] Have a Sterling representative contact me with 
further profit data. 


He can also supply you with the product you need 





Service and research are the extras in 


STERLING .cren<- SALT 


INTERNATIONAL SALT COMPANY, INC. 


Company 





Address 





| 
| 
| 
| 
| 
| 
| Name 
| 
| 
| 
| 
| 
| 


City State 
assert nematimaniiiaitiniahate 
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NEW BRADSON TWIN-PACK 


2 Garden Hose Spray Guns in 1 Package 
do every lawn, garden and tree-spraying job! 


ee : a serv" 
ane vo 
.* 


$ 
amr TBR — 


S 399 Praven 


SPRAYS 15 GALLON aut ty 
Liguip or Sot : 
Lawn pest CON 


> L 
YSE ANY BRAND 


New Bradson Twin-Pack contains a Lawn-N-Tree Gun 
and a Shrub-N-Garden Gun — plus a Ball-Flo shut-off 
valve, worth 98c retail, which can be used for either 
gun and on any hose. 


15-GALLON CAPACITY LAWN-N-TREE GUN. Wide 
fan spray fertilizes lawns in 7 to 10 minutes, drenches a 
20-ft. tree in less than a minute! Holds more than 1 Ib. 
of any powdered chemical, uses all liquids. 


5-GALLON CAPACITY SHRUB-N-GARDEN GUN 
quickly, gently sprays tender plants, or effectively sprays 
fruit trees! Accurate ratio and mixture control. 


Want more facts? 
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SPRAYS 5 GALLONS OF cate 
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PACKED 6 TO A CARTON 


AND BECAUSE THEY ARE BRADSON... 


CAN’T CLOG! No internal mixing chamber. Big 
suction holes! 


CAN’T BREAK! All polyethylene! Liquid level 
always visible. 


Up to 52% Gross Profits on Free Goods and Future 
Order Deal! Write for catalogue and name of your 
nearest jobber to: 


BRADSON 


THE BRADSON COMPANY 
DEPT. HA-10 + 2165 KURTZ STREET + SAN DIEGO 1, CALIF. 
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New Tool Idea is | i 


> 


ower-egg 


RATS Pe?  ORIVER 


Tested 


GIFT APPEAL 
Creates 


3 TIMES MORE HAND POWER 
SPARKS INITIAL SALES SUCCESS 


Don’t miss this GIFT SALES OPPORTUNITY 
The POWER-EGG has been acclaimed as a sales natural by 


coast-to-coast TV, newspapers and magazines reaching over 

50 million people. Jobbers and retailers are already feeling the 

mounting consumer demand. The POWER-EGG is already 

well on its way to becoming a hardware staple item. This new 

idea has everything . . . and makes any screwdriving easy. 

$4.95 KIT , Eliminates the need for extra effort that causes blisters, sore 

Order PE-3S J with Plastic Egg, aluminum yi hands because it multiplies your hand power 5 times. Attrac- 


ratchet, 3 hardened steel %) tive display packages. Write for name of nearest jobber. 
screwdrivers (including one 


Phillips driver) 


$3.95 SET 


with Plastic Egg, aluminum 
ratchet, one hardened 


steel screwdriver 
Order PE-1S 


IER IC! CUYAHOGA PRODUCTS CORPORATION 


Another Quality Product by 10258 BEREA ROAD 


CLEVELAND, OHIO 


Want more facts? Circle 132, p. 141 
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i 
Springfield 25” deluxe riding mower. Springfield 22” walker... Springfield balanced 
America’s top seller with featuring Quick-Change action rotary tiller... 
full gear transmission. 4 height adjustment. with optional reverse 





Springfield 


POWERED LAWN AND 
GARDEN EQUIPMENT 


QUICK MANUFACTURING, INC., SPRINGFIELD, OHIO 


“THE HOUSE OF roves 2 


7 GREAT SPRINGFIELD moots... 7A, Profil Lime 











What it takes 
to make money 
in lawn seed! 


RESEARCH REVEALS MISTAKES 


A recent L. Teweles Seed Co. sur- 
vey of all types of lawn seed out- 
lets disclosed this startling fact: 
46% of the dealers were selling 
too much of the wrong kind of 
seed! In fact, many dealers were 
actually losing sales because of 
misdirected sales emphasis on low- 
end merchandise and incorrect 
buying practices. 


LEADING DEALERS FOLLOW 
SPECIFIC SUCCESS PATTERNS 


High-volume, high-profit lawn seed 
dealers displayed specific patterns 
in buying and selling, the survey 
showed. Most important factors 
included a recognized exclusive 
brand name with a quality reputa- 
tion, good packaging, intensive 


YOUR GREEN THUMB AREA 


a . 
a— 
C7 


merchandising, local advertising 
and, of course, a high profit margin. 


EARTH CARPET PROGRAM 
MEETS THESE NEEDS 


The Earth Carpet Lawn Seed pro- 
gram gives you everything the 
high-volume, high-profit dealer 
deems necessary for success: 


1. Quality Seed. Nearly a century 
of Teweles experience assures you 
of the highest quality and best-sell- 
ing formulae in lawn seed. 


2. Broad Line. Earth Carpet offers 
six distinct special-purpose blends 
that turn your customers’ lawn 
problems into high-profit sales. 


3. Recognized Brand. Earth Car- 
pet is nationally advertised in 
leading consumer magazines such 
as Life, Better Homes & Gardens, 
Garden Ideas and Sports Illus- 
trated — pre-selling Earth Carpet 
to your customers. 


4. Exclusive Brand. No food store, 
drug store, discount house or di- 
rect selling competition. Only hard- 
ware and garden supply dealers 
can carry the Earth Carpet line. 


®. Superb Packaging. Earth Car- 
pet’s distinctive packaging com- 
bines high-impact sales design with 
utmost utility for the consumer. 
Only Earth Carpet packages offer 
self-seeding tabs on every carton 


—and handy “Seeded” signs on 
the back panel. 


6. Merchandising Power. The in- 
dustry’s unique sales-powered mer- 
chandising program features the 
spectacular ““GRO-KIT”’. You get 
colorful wall and window posters, 
lawn-making folders, retail price 
cards, etc. 


7. Local Advertising. Cooperative 
newspaper, radio, television and 
direct mail advertising to your cus- 
tomers when you want it! All mats 
and scripts furnished free — and 
Earth Carpet pays half the adver- 
tising cost! 


Surveys prove you can make real 
money in the lawn seed business 
with this Earth Carpet program! 
Become one of these high-volume, 
high-profit dealers! Order Earth 
Carpet from your wholesaler now 
—so easy with Earth Carpet’s 
Spring Starter Deal No. 812! Re- 
member, it pays to buy from your 
distributor because you reduce 
your inventory problems, speed de- 
livery of out-of-stock items, draw 
on his sales experience to help you 
sell! 


Attention, Distributors! A few de- 
sirable territories are still available 
for Earth Carpet distributors. For 
full information write today. 


L. TEWELES SEED CO. 
MILWAUKEE 1, WISCONSIN 
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»\ “IM plete ° 
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Z 20STON EE 
ae ee ac , oa BOSTON VINYL HOSE The BOSTON brand gives you 
= . - "4 enrages et everything you need to do an all-out 
or double-extruded opaque selling job! You get the sales pull 
of a long-established, highly 
regarded name... the best-looking, 
BOSTONE most complete line ... sparkling 
WYLON @EIMFORCED Bs ‘ 
Ra nN aor « _— modern self-sell packaging . . . pow- 
ieehiesia erful new merchandising aids .. . 
BOSTON NYLON-REINFORCED HOSE 
on dmaiiie prompt service that builds your 
“takes care of itself” business and profits when the 
selling’s hot. 


BOSTON TRIPLE-TUBE 


SPRINKLERS 
BOSTON RUBBER HOSE ... every feature 


...- growing in demand your customers want 
year by year hi 


AMERICAN BILTRITE RUBBER COMPANY 


CHELSEA SO. MASSACHUSETTS 


Also makers of Biltrite Garden Hose and Sprinklers 
Want more facts? Circle 135, p. 141 
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TILLSMITH has the performance power they look for, the look of power 
they love! TILLSMITH Sells to your quality-conscious customers ... the 
ones who won't settle for second best. It’s pride designed . . . talks 
quality .. . delivers quality, but sells at competitive prices. And YUBA 


Tue YUBA stands behind your TILLSMITH Sales as big as all outdoors, makes 
selling easy with: 


ON TIME DELIVERY... assures shipments on schedule. 


i ? LL. <> KA f ¥ tend, SUPER DISCOUNTS... plus full freight allowance. 


EXCLUSIVE FRANCHISE... aSsures quality handling of a quality line. 


i NATIONAL ADVERTISING... Seen in the ‘‘big’’ books! 
LINE HAS IT e LIBERAL CO-OP PLAN ... for local level traffic building. 


For complete details, write Dept. THA-10 





Custom Tiller Super Duty Tiller ‘*Professional"’ Tiller 


YUBA POWER PRODUCTS, INC. * 


8OO EVANS ST., CINCINNATI 4, OHIO 
A subsidiary of 


YUBA CONSOLIDATED INDUSTRIES, INC. 


Manufacturers of famous SHOPSMITH Mark 5 
Want more facts? Circle 136, p. 141 
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€3 EASY TO PULL! 


AS Takes the tank off your 
—™\ back! Easy rolling EASY TO SPOT-SPRAY! 


rubber tired wheels 
4 Extra-long vinyl hose and 4 a 
pistol-grip discharge ™ %) 
F \ valve. Adjustable spray ug EASY TO SPRAY 
ae 


EASY TO PUMP! 


a) 
Towing handle is bi4 


pumping handie Plenty 


f 
of leverage for iN 
quick pressure 7 












Ts) for convenience BROAD AREAS! 
and accuracy New feature! Lawn 
Ipplicator nozzle ideal for 

turf and broad 
pattern spraying 










Only 


.* 


ALL NEW 
MODELS FOR ’60 





NEW! 
Copper-Nickel- 
Chrome plated 

handle and frame 
for lasting 
beauty and 
long wear. 











Here’s the hottest item in the sprayer 







field . . . Universal’s Stroll ’n’ Spray, 






in six all new models! Capitalize on 
this new trend in spraying. Find out 


how the entire Universal line, PLUS 


>K TO INCREASE YOUR 
AVERAGE SALE 


> TO ASSURE MORE 
SATISFIED 
CUSTOMERS 






Universal’s exclusive R.P.R. Selling 
Plan, can bring new merchandising 
assistance and profit to your opera- 
tion! Remember R.P.R....ask your \ 


jobber salesman, or write today! 











Advertised in 
NEW! Lawn applicator nozz/e for broad areas! 


Fan spray. Covers an entire /Jawn in minutes. a / Better Homes 


and Gardens Idea Book 

















UNIVERSAL METAL PRODUCTS CO., Dept. 5059, Saranac, Michigan 


Yes, | would like to kno ow Universal's FREE 
R PR. Plan ary ? elt incre ry) puSsimess 
ry ’ is es 


Yes. | would like to have detail: 
on the ¢ ynplete Universal Spr 





UNIVERSAL METAL PRODUCTS CO. [Sua 


Street 


Div. AIR CONTROL PRODUCTS, Inc. a 
SARANAC, MICHIGAN City & State__ 


CANADIAN WAREHOUSES: Leigh Metal Products Ltd, 72 York St., London, Ontario Signed 
Leigh-Tornel Distributors, Ltd., 549 Archibald St.. St. Boniface. Manitoba 
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COIUMBIAN VISE & MFG. CO. 


sells only through 


WHOLESALERS! 


For 65 years, Columbian has been privileged to serve 
America’s hardware dealers—through WHOLESALERS! 


We are proud of this record and proud of our WHOLE- 
SALER ONLY sales policy which we believe is best for the 
dealer and his customers—and best for us, too. 


A few of the reasons why we sell to you through 
WHOLESALERS are: 


YOUR WHOLESALER SAVES YOU TIME. His salesman rep- 
resents hundreds of manufacturers... enables you to buy 
a variety of quality merchandise on one order from one 
reputable firm. You save buying time . . . gain selling time. 


YOUR WHOLESALER SAVES YOU MONEY. By carrying 
large reserve stocks, he eliminates your need for big 
inventories ... helps you get fast turnover, more profit 
on less investment. 


YOUR WHOLESALER GIVES YOU SUPERIOR PRODUCTS. 


He studies markets, compares and tests competitive items, 
is alert to style changes... sells only the best. 


YOUR WHOLESALER ENABLES YOU TO HANDLE MORE 
LINES. He delivers fast from his warehouse. You can 
carry minimum stocks with the assurance that he will 
replace fast-selling merchandise without delay. —aa-easz 


See your WHOLESALER today about COLUMBIAN VISES and LEVELS! 
The Columbian Vise & Mfg. Co. « Cleveland 4, Ohio 


there’s a 


COIUMBIAN 


to meet your every need! 


Want more facts? Circle 138, p. 141 
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PRESENTING 


“ccorae NEW PIONEER 
CHAIN SAW LINE 


MODEL 400 — ai-new 
lightweight, high-performance 
chain saw. Ideal for multiple farm, 
estate, sportsman uses, yet has 
power to spare for sustained pro- 
duction cutting. Packed with new 
features. Cutter bars, chains, 12 
to 20 inches. A money-maker! 





See 


MODEL 600 — ruggca 
heavy-duty professional chain 
saw. New high power, new low 
weight, many new features. Cutter 
bars, chains, to 32 inches. Real 
high-volume seller! 


ee 


— 


move 600 


PLUNGE BOW SAW 

Teams all-new **600” with Pioneer 
plunge-cut bow, chain. Takes “stoop” 
out of felling and bucking! 








This is the Championship Year for Pioneer! 





How would you like to sell the hottest 
high-profit line that ever wore the Pioneer 

brand! Real performance Champions in 

the tradition of Outboard Marine Corporation! 
From here on in, you can cash in on rising 
Pioneer demand, sparked by heavy national ad- 
vertising in top-ranked farm and professional mag- 
azines, and focused directly on your own prime 
prospects! A big local-support program, bold sell- 


Send for the Pioneer Profit Story Today! 


PIONEER 
CHAIN SAWS 


DIVISION OUTBOARD MARINE CORPORATION ® WAUKEGAN, ILLINOIS 
Makers of Johnson, Evinrude, Gale Outboard Motors * Lawn-Boy Power Mowers 


Midland Power Garden Tools ® Cushman Utility Vehicles 


ing displays, the kind of help you need to build 
customer traffic and volume sales. All this plus 
the most liberal service and warranty policy in 
the industry! 

Now, more than ever, it will pay you to talk 
Pioneer, demonstrate Pioneer, se// Pioneer! If 
you re not an authorized dealer, it’s high time you 
looked into the profitable Pioneer story. Mail the 
coupon. Get the facts by return mail! 


PIONEER SAWS, Dept. PHA-109 
Waukegan, Illinois 
Division Outboard Marine Corporation 


Please rush me complete information on the profitable 
Pioneer franchise and the new Pioneer line for 1960. 


Name 





Address 





City & Zone 
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Jacobsen 
HELPS YOU MEET 
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I960-THE YEAR OF DECISION 


1960—The year of decision for every power 
mower dealer who wishes to remain in business 
... to expand his business. . . to make money 
from power mowing equipment. 

Progressive dealers can meet this challenge 
with Jacobsen— America’s most complete line = 
of quality power lawn mowers. 


JACOBSEN IS THE LEADER 


With 39 years of experience and achievement. 


1,146,600,000 hours of performance. 


TWO NEW MODELS IN 
THE 1960 JACOBSEN LINE 
OF POWER LAWN TOOLS 


The industry’s most complete line—33 
models for every grass cutting need. 


Unequalled service facilities from coast-to- 
coast. 


A nationally advertised and respected brand 


name that is synonomous with quality. Jacobsen Javelin Riding 


Rotary Model 45—26-inch 
The market is expanding. The public is more Cutting Width 4% hp Engine. 
‘‘mower-wise.”’ They’re trading-in and trading- 

up to quality. Jacobsen gives you the mowers to 

meet this changing market—helps eliminate the 

competition of price mowers and discount sales. 

Valuable Jacobsen franchises are still open 

in some markets. 


Jacobsen Ram 24 SP High 
Wheel Rotary Model 8924— 
24-inch Cutting Width 4% hp 
Jacobsen Hi-Torque Engine 
with Cutter Drive Clutch. 
Also available, Jacobsen 
Ram 22-inch and 24-inch push 
Send for this free brochure today and learn type Rotary Mowers. 


how Jacobsen can help you meet the Big 
Challenge of 1960. 


eating for Tectune: 
Jacobsen = *#f# 


JACOBSEN MANUFACTURING COMPANY 


Dept. HAIO « Racine, Wisconsin 
Want more facts? Circle 140, p. 141 
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WRIGHT-BERNET "ns BRUSHES 








= every cleaning sill / 


It's the RIGHT brush if .... 
It's a WRIGHT-BERNET brush. 
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No. 1750 PROFIT-PAK 
Household Brush Display 





. won 
You can be sure of a \i | \\ 
Profit-Packed turnover \ 








| 
with the PROFIT-PAK displays Uo 











WRIGHT-BERNET, INC. DON’T FORGET — 
1524 Bender Ave., HAMILTON, OHIO vy} iL'4 Brushes !-""Wright-Bernet” 
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THIS STANLEY 
MERCHANDISER PUTS 


mm SALES 


; 


| POWER 


: BEHIND THESE STANLEY 
» POWER TOOL ATTACHMENTS 


This selling tool really works for you. 38 popular 
basic attachments every power drill owner wants 
are here together for effective selling and easy 
buying. One compact merchandiser shows, sells 
and makes stock control easy. 36” wide, 22” 
high, 11” deep. 


ONLY 75 FAST-TURNOVER ITEMS— 
38 DIFFERENT ATTACHMENTS 






Pep 














H351 Reversible Right Angle Drive 
reduces or doubles speed of 4” 
power drill. Swivels to any position 
to drill, sand, polish. Packed with 
adapter. List price complete, $4.95. 
Two included in No. AD59 unit. 





The "“Swirlaway” 
= Sanding Kit fea- 
tures the flexible 
ball-joint speed 
sander that sands 
smooth and clean 
...never gouges, 
never runs off 
work. Packed with 3 sanding discs 
and lambs wool bonnet for polish- 
ing. List price complete, $3.69. ‘Two 
included in AD59 unit. 


H346K 5” Flexible 
Disc Kit is a real 
value—a _ sanding 
and polishing kit 
that fits the chuck 
of any power drill. 
Flexible 5” rubber 
disc and arbor are 
packed with 5 assorted grit sanding 
discs and one lambs wool bonnet. 





H352 High Torque Drive builds 
power for any electric drill. Re- 
verses for nut or screw removal. 
Hand clutch controls power for fast, 
safe, easy operation. Packed with 
2 screw driver bits, 4” square 
socket shank. List price complete, 
$14.95. One included in AD59 unit. 


H358 Screw Driver Attachment con- 
verts any %” eleetric drill to a 
portable power screw driver. With 
adapter, can be used in chuck of 
any 4” or larger drill. Packed with 
2 screw driver bits and adapter, 
List price complete, $5.50. Two in- 
cluded in AD59 unit. 


THE 33 OTHER ATTACHMENTS—66 ITEMS ARE: 


8 ''Power-Bore” Bits (2 each in 4 sizes) 


8 'Screw-Mate" Countersinks (2 each in 4 sizes) 


2 “Screw-Mate’’ Counterbores 
2 Screw-Mate” Plug Cutters 


8 Tungsten Carbide Sanding Sheets (2 each in 4 grits) 

8 5” Tungsten Carbide Sanding Discs (2 each in 4 grits) 
10 4” Tungsten Carbide Sanding Discs (2 each in 5 grits) 

8 5” Sandpaper Discs—5 in an envelope (2 each in 4 grits) 
8 4” Sandpaper Discs—5 in an envelope (2 each in 4 grits) 


2 5” Polishing Bonnets 
2 4” Polishing Bonnets 


Total Retail Value No. AD59 


Your cost for stock 


$115.85 
77.05 


Save $7.50 on Display Fixture* 7.50 
Total Cost No. AD59 Merchandiser $ 84.55 





*You may buy display fixture only for $15.00 


See your Stanley Tools wholesaler now. Get your Power Tool At- 
tachments merchandiser working for you. Stanley Tools, Division of 
The Stanley Works, Department 3810, New Britain, Connecticut. 


List price complete, $1.95. Two in- 
cluded in AD59 unit. 


AMERICA BUILDS BETTER AND ULH1VES BETTER WITH STANLEY 

This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn.—hand tools * electric 

tools * builders hardware © industrial hardware * drapery hardware ® automatic door controls * aluminum windows * stampings 

* springs * coatings © strip steel * steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
CANADIAN OFFICES: MONTREAL, PF. Q@. ANO HAMILTON, ONT. 


STANLEY 





REG. U.S. PAT. OFF. 
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Kh 
abe 
te 
a 


A 


You've seen “His and Hers” towels, car tags 
and other popular gift items. People love ’em 
and they’re real profit makers. 

Now Lufkin brings some of this appeal and 
profit to your store in a new Christmas gift 
box with this 50-foot Lufkin Banner tape for 
‘“*him”’ and a quarter-inch Lady’s Man tape rule 
for ‘‘her’’. It’s a great idea. 

Best of all—you pay for the tape only. You 
get the rule free! (It retails for 99¢.) 

We’re advertising it nationally in Saturday 
Evening Post, Popular Science and Popular 


{Uf 


eens \ 


5 Re ey 
Pee. aS 
ick ae 


Mechanics . . . because it’s something you can 
really run with this Christmas. When you see 
shoppers wondering what gift to give the 
family next door. . . suggest this ‘‘His and Hers’”’ 
set. Or a gift from the kids to dad and mom. 


Almost any name on your Christmas list 
would appreciate something as whimsical and 
as practical as this Lufkin gift set. 

This terrific gift retails at $5.49, including 

packaging! Smart. Practical. Profitable. Order 
now from your wholesaler—and have a at 
Christmas. (Businesswise, too!) : 











RULE COMPANY 


TAPES + RULES + PRECISION TOOLS 


THE OF KT 





SAGINAW, MICH. «+ MIDDLETOWN, NY. « BARRIE,. ONT. 
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TEN PRECISION TOOLS IN ONE 


UNIT...A COMPLETE MACHINE SHOP IN MINIATURE! 


If you handle any power tools heftier than a quarter- centers!) UNIMAT converts to any of 10 different 
inch drill, YoU CAN SELL UNIMAT! Everybody’s a likely machines — from lathe to vertical miller... indexer 
customer — the basement craftsman, the local jeweler, divider... drill press... jig saw... . polisher/ grinder. . . 
the handy Andy who runs the TV & Appliance repair tool & surface grinding machine .. . threader . . . circu- 
shop — all of them can use UNIMAT. It’s an engineering lar saw ... and portable drill — in seconds! Thousands 
triumph in 16 inches, a jewel of a tool that will perform of hobbyists and hundreds of blue-chip outfits* have 
every conceivable machining operation with amazing already proven its buy-appeal; UNIMAT can just as 
precision (tolerances to .0005” when turning between easily prove to be a solid profit-builder for you! 





NATIONALLY ADVERTISED BASIC 
UNIMAT*™ RETAILS PROFITABLY 


FOR ONLY $499°°! 





**INCLUDES lathe, motor, and components for conversion to drill 
press, tool & surface grinding machine, vertical milling machine, 
and polisher/grinder. A complete range of low-cost attachments 
and accessories is available. 








*TO MENTION A FEW—Atom Products Div. of GE, U.S. Naval 

Research, Bell Telephone Laboratories, Westinghouse, Pratt & 

Whitney, Raytheon, NYU-Bellevue Medical Center, Smithsonian 
The only multi-functional 10” lathe on the market! Institute, General Motors .. . 


WRITE FOR ILLUSTRATED LITERATURE AND PRICE LISTS 
AMERICAN- EDELSTAAL, INC. /DEPT. PJ /350 BROADWAY / NEW YORK 13, N.Y. 
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YOUR BIGGEST 
SALES-MAKER! 
NEW 1030 DeWALT 


Safest, most powerful 10” saw 
you’ve ever offered for sale! 


CUT-OFF SCALE on 

guide fence makes 

® “repeat cross-cuts 
ec SA a MARR 


easy 


‘CAM-TYPE”’ SAFETY 
KEY SWITCH, works 
in any direction, pro- 
tects your workers 


NEW! 


« NE W/ 


NEW! 


NEW! 


BUILT-IN ROTO-GRIP 
Brake, stops tools 
with electro-mechan 
ical action. 


DUAL-ARBOR MOTOR 
SHAFT uses right 
hand tools on back 
end arbor. 


eo @o® 


PATENTED COOLING 
SYSTEM pushes cool 
air through motor 
slots at 30 CFPM. 








NEW! 


NEW! W! 


NEW! 


DROP-LEAF SAF-T- 
TABLE up front pro- 
tects operator on 
wide cuts. (optional) 


MOTOR TILTS FULL 
360°, multiplies 
range of shop jobs, 
— adds flexibility. 


EXTRA BiG CAPACITY. 
10” saw cuts 3” 
deep. rips over 24” 
wide on panel stock. 


WO tremendous sales leaders in one 

year! First, DeWalt brought you the all- 
new 925 Power Shop for your home and 
small shop customers. Now... DeWalt brings 
you the 1030 Power Shop, the safest and 
most powerful 10” radial saw you’ve ever 
had to offer to builders, school shops and 
commercial shops. 

These two models give you the ONE-TWO 
SALES PUNCH you want to increase your 
sales volume and make BIG profits. Put both 
DeWalts up front in your store—give your 
customer his choice. 

DeWalt is the world-famous, ever-popular 
brand name people look for when they want 
a radial saw. DeWalt concentrates all its 
facilities on building only radial saws. 
DeWalt merchandises only radial saws 
through country-wide advertising and 
promotion! 

That’s why these two new DeWalts are 
such BIG NEWS. You know you sell the 
finest. No matter what power tools you now 
sell, the new DeWalt Power Shop line puts 
you way out front in today’s competitive 
market. 

Valuable, direct-factory franchises are 
available. Join the DeWalt dealers who will 
enjoy extra profits selling the new extra- 
value DeWalts. For complete information, 
write DeWalt, Dept. HA-910, Lancaster, Pa. 





Want more facts/ WCircie i439, p. '%! 


NEW SAFETY...MORE POWER. ..EXTRA VALUE 
MAKE IT EXTRA EASY 10 SELL! 


Auto-Float Guard 
and Drop-Leaf Table 


CSA APPROVED (OPTIONAL) 


MODEL “1030” ¢) DEWALT POWER SHOP 


*T. M. DeWalt Division 
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TOTALLY-ENCLOSED MOTOR — BUILT-IN ROTO-GRIP BRAKE DROP-LEAF SAFETY TABLE 


direct-drive delivers 3 H.P. stops motor instantly eliminates exposed saw up-front 


EXCLUSIVELY YOURS TO SELL! EXCLUSIVELY YOURS TO SELL! EXCLUSIVELY YOURS TO SELL! 
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SHOPPERS SS TOPPERS 
7 


‘ for flagging down 


extra fall business 
in CABINET LOCKS 
and PADLOCKS 


AL SECURITY \¥ 


THESE EYE-ARRESTING DISPLAYS j j d =’ Both displays are made of attractive, durable Masonite. 
stop shoppers in their tracks ae Depressions on padlock display hold padlocks snug to the 
... Spark the “buy” urge be- a ' board. Padlock Display No. 57 features 7 popular, top-value 
fore they can go by. Each @ sOpadiocks: P45, P55, P65, P75, P95, P904 and P65P. Cabinet 
display features a popular, a a Lock Display No. 510 carries 10 fast-selling products: 
fast-moving assortment... . ae locks, Nos. 590, 02066, 02065 and 020681, ; 702B for ward- 
one in cabinet locks for the s =. robes, cupboards, cabinets and drawers; lock no. 34 for 
home handy man... one in eo chests and boxes; lock no. 1835 for trunks, chests and tool 
padlocks for school children, Im 4 boxes ; draw pull catches, nos. 15641C, 15642SC and 15250C 
campers, boaters plus home hye for chests, etc. Fall in for extra profits now. Order these dis- 
hobbyists. 4 plays today from your Corbin Cabinet Lock representative. 


CORBIN CABINET LOCK DIVISION 


THE AMERICAN HARDWARE CORP., NEW BRITAIN, CONN. 


Want more facts? Circle 147, p. 141 
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Three 
AMERICAN 
Packaging 
ideas 





That Mean Greater Fastener Profits 


1 GROSS PACKAGING lets you sell the fastener 

market at a profit . . . simplifies your inventory problem. 
You can buy all the popular American fastener sizes packed in 
5 gross cartons. The colorful carton makes it easy to reship.. . 
simply fill in the space provided, seal and mail. 


Larger sizes are available, too, in single gross containers... 
smaller sizes in 10 gross cartons. Start your own Profit 
Improvement Program with the flexibility afforded by Gross 
Packaging. Get complete details today. 

















2 FAS-PAK assortments are fast moving items designed 
especially for self-service. Available in two new plastic 
boxes — one containing a variety of popular wood and sheet 
metal screws the other, an assortment of 74 machine screw 
and stove bolts — complete with corresponding nuts. 
You’ll save sales and handling costs .. . up your profits . . . for 
these “customer take-away”’ items are easily inventoried, easily 
displayed. FAS-PAK is another example of how American’s 
Profit Improvement Program works for you. 


3 PAK-IT is one of American’s most popular ideas in 
fastener packaging that has opened new profit doors for 
hardware jobbers and retailers. Now you can stock a complete 
line of wood screws (steel and brass), stove bolts and tapping 
screws — 118 sizes that make it easy for customers to serve 
themselves and cut costly sales time. 


In transparent packages, your customers can select the fasteners 
they want — when they want them. PAK-ITS are packed 10 
to a box for your easy storage, inventory control or selection for 
your PAK-IT peg-board display. Color coded, clearly marked 
PAK-ITS keep you from ever running out of stock. PAK-IT 


makes a definite contribution to your profit improvement. 2 
Dilty hth, 


The Biggest News in Fasteners comes from 


el 
merican: 
SCREW COMPANY 


Willimantic, Conn. «+ Detroit, Mich. + Chicago, I. 


Want more facts? Circle 148, p. 141 
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Men who know pipe point to 
WHEATLAND 





INSIST ON PIPE MADE IN U.S.A. 


Steel pipe that lasts and lasts— Wheatland Steel Pipe 
—is singled out by more knowing men every day. They 


know, too, that the “‘pipe with the yearmark’’ is consis- 


tently superior in quality, relatively low in cost and easy- 


e 
eek “y 
: e, 
a 

me 


working on any application. Every length is backed by 


bP yee 


Wheatland’s sincere desire for complete customer satis- 


faction. Next time, point to Wheatland! 


.. fale wilh The yearmart/ 


¥) 


; 


— 


’ \ pre pe 


f 


f 


“h 


ee. 


La? i 


For Black or Galvanized Pipe, contact your distributor or 


WHEATLAND TUBE Co. 


BANKERS SECURITIES BUILDING, PHILA. 7, PA. © MILLS: WHEATLAND, PA. « DELAIR, N. J. 


Want more facts? Circle 149, p. 141 
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YOU SELL—7HE BEST PUMP+YOU ASK-A RIGHT PRICE «YOU MAKE-A GOOD PROFIT 


TWO SEPARATE TYPES 
TO COVER EVERY NEED 


With the big trend toward submersibles, 
more and more dealers are turning to 
Peerless for the complete line of quality 
pumps. The reasons are these. Only 
Peerless offers two types of submersibles 
and dealers who handle the Peerless line 
report fewer call-backs, longer service 
life and good solid recommendations 
from the customers they sell. Investigate 
the Peerless line of submersibles now. 
Two great pump types fit most every 
need. Write today for literature and 


that speak ~< 6 ) dealership information. 
well of ‘you... | 





PEERLESS DYNAMATIC 


CENTRIFUGAL TYPE PEERLESS DYNAFLO 
SUBMERSIBLE POSITIVE DISPLACEMENT 
CAPACITIES TO 2010 GPH TYPE SUBMERSIBLE 


PRESSURES TO 80 LBS. CAPACITIES TO 1740 GPH 
SETTINGS TO 440 FT. PRESSURES TO 80 LBS. 
WELL DEPTHS TO 650 FT. 


PEERLESS PUMP DIVISION, FOOD MACHINERY AND CHEMICAL CORPORATION 
2005 Northwestern Avenue, Indianapolis 8, Indiana 


New York; Detroit; Cleveland; Chicago; Please send me Bulletin No. B-2426 (Dynaflo) ( B-2455 (Dynamatic) 


Indianapolis; St. Louis; San Francisco; 
Name 
Peerless Atlanta; Plainview; Lubbock; Phoenix; 


Pump Albuquerque; Los Angeles; Fresno. Acdrees 
eites : — ons City 

‘“eocemen i Division | Distributors in principal cities. ~ 
a Consult your telephone directory. Sete 
Want more facts? Circle 150, p. 141 
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WITH THE COMPLETE 


CRESCENT LINE 
YOU'RE IN THE T OL BUSINESS 











Famous brand name 
Quality merchandise 
Popularly priced 

Nationally advertised 
Broad, diversified line 


Free store displays and Sign of the frtisan 
merchandising assistance Symnldl of Excdllence 


Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 
CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
Want more facts? Circle 151, p. 141 
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GRABLER 


- 












































4 = 5 


200 


%& AGRABLER soware“cee’ 
=) ~=—Ss UNION FOR EVERY 
ee ——PIPING REQUIREMENT 


* For Steam Working Pressures ranging up to 300 pounds 





| * For Non-Shock Cold Water, Oil, and Gas ranging up 
to 600 pounds pressure 


* Available with Ground Joint Brass Inserted Seat, 
Gasket Type, and all Iron Seat 


* Listed by Underwriters’ Laboratories as standard 
for Hazardous Liquids. 300 pound Unions meet Federal 
Specifications WWU - 536. AAR Unions conform to 
standards of the American Association of Railroads. 


BLACK AND GALVANIZED 
* Malleable Iron Unions * A.A.R.Unions »* Dielectric Unions 





STANDARDIZE WITH GRABLER SOUARE’GEE” UNIONS 








NEW 
BOON TONWARE‘ 
PROMOTION HAS 


EVERYT 


Largest, most complete service for 8 | 
Melamine’s 3 most popular patterns ra Killarney 


Sale-priced for big consumer savings 
Largest advertising-merchandising program 
Planned for your volume and profit 


Full Color, Full Page 
Advertisements This Fall, 
Aimed at 


53,900,000 Readers 
Life! 
This Week! 
Rural Gravure! 


5S3-PIECE SERVICE FOR 8 


S 95 Includes 8 each: dinner plate, 
Seen sandwich plate, dessert dish, cup, 
stock Saucer, break-resistant tumbler — 
value plus decorated platter, vegetable 
$77.72 serving dish, 3-pc. sugar-creamer. 
Be Sure To Share In The Profit! Order Now! 


Written Guarantee Against Breakage 


Conti wae: 


finest of all melamine dinnerware 


BOONTON MOLDING CO., BOONTON, N. J. *The Name That Means Quality in Every Way to Everyone 
Want more facts? Circle 153, p. 141 A Want more facts? Circle 154, p. 141 > 
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AMES OFFERS a PROVEN” 
PROFIT-MARER 


This Ames profit-maker greatly increased sales (and profit) for 
thousands and thousands of dealers last season. Unsolicited 
testimonials have poured in from dealers praising the sales- 
power and utility of this self-service unit. 


BIG ENOUGH—Customers can’t overlook this eyee SMALL ENOUGH—Requires only 7 square feet of 
catching display of garden tools they need and should valuable display space. 


buy. Plenty large enough to spare you the chore of g7RONG ENOUGH—Unit is strong enough to hold 
restocking during busy store hours. five dozen tools, plus a two-hundred pound man, and 
roll easily on jumbo 3” casters. 


Fiere’s Your Profit Picture 


63 Full Size Tools—Retail Value ... . . . $207.30 
AMES Tool Merchandiser ........ 40.00 

YOU GET... . §247.30 
Ae Tee 8 oe a Sk AK . $138.03 
Special Price on Merchandiser. . .... . 28.64 
Limited Time 10% Discount ; : 16.68 


(Catalog *AS60) YOU PAY ? , 149.99 


3 Steel-Lite (803) 

9 Bow Rakes (A14RB) 3 Spading Forks (ATLDA) 6 Garden Hoes (AG6%%) 3 Garden Spades (AGSD) 
3 Fioral Hoes (AFHS) 3 Floral Spades (AFGS) 3 Floral Shovels (AFS3'/2) 3 All Purpose Hoes (ASTO) 
3 Floral Spades (AFGSD) 3 Dandelion Weeders (ADW) 3 Turf Edgers (AFTSHD) 3 Speedy Cultivators (A3SC) 
6 Bulb Planters (BPD) 3 Floral Rakes (ATR8) 3 Garden Rakes (A14C) 3 Warren Hoes (AW7) 








BIG ENOUGH! SMALL ENOUGH! STRONG ENOUGH! 


Ai, | 


wii 
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wo 
Holds ample supply Occupies only 7 square feet 


> 
WS 
~*~ 
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‘> 
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Rugged yet rolls easily 


a 
J 
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SELF 
SERVICE 

















@ IDENTIFIES EACH TOOL 
CLEARLY 


@ SHOWS STOCK NUMBERS 


@ GENEROUS AREA FOR 
PRICING 


@ SAVES TIME WHEN 
RE-STOCKING 








O. AMES CO. 


PARKERSBURG, WEST VIRGINIA 


Ames also manufactures the famous line of Ames Maid metal household furniture and the new line of Ames-Aire casual furniture. 





AMES... 


FOR HOME FOR INDUSTRY 
Modern living with Ames Aire casual furniture. Now, as in 1774, Ames is the name. 
Utility and safety with Ames Maid stools, carts In mining, road building, factories, 
and juvenile furniture. Lawn care with Rotary wherever quality shovels are used 
lawn shears, rakes and cultivating tools. Ames is the choice. 


? 











AMES PRODUCTS: Shovels, Spades, Scoops, Forks, Hoes, Rakes, 


Hand Garden Tools, Weed Tools, Rotary Lawn Shears, Post Hole Diggers, 
Replacement Handles, Winter Tools, Ames Maid Household Furniture, and 
Ames Aire Casual Furniture. 


THE WORLD’S LARGEST SHOVEL MANUFACTURER 
Parkersburg, West Virginia 





A Special Report 
By Hardware Age 


A report of the 


Atlantic City Convention 


the 65th annual convention of the 
National Wholesale Hardware Association 


the 49th annual meeting of the 


National Assn. of Sheet Metal Distributors 


the 117th semi-annual convention of the 


American Hardware Manufacturers Association 
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President's Address , Selling Across the Board 98 
President's Reception ...... Effective Sales Meetings _... 100 
Association Presidents |. a 101 
— ares | 7 What's New In Catalogs _. 103 
Distribution Cost Accounting: Current Trend in Stee! 104 
Know Costs For More Profits 

Activities of the Association _ 105 
The Accounting Manual ..... 
Benefits of Cost Accounting RS Conners = 
Centro! States Banquet Distribution of the Future: 
ee nate ® ls Diversification the Answer? _ 106 
NWHA Officers | Sales Outlets of the Future 106 
How To Use Promotions Is the Wholesaler Going Out? _ 107 
AHMA Officers What is Tomorrow's Challenge? 108 





Similar agencies, he pointed out 
were bringing charges of economic 
offences and trying their cases, 
without benefit of formal court ac- 
tions. 

Dr. Wallace H. Wulfeck, execu- 
tive vice-president, William Esty 
Co., New York, spoke on tensions, 
anxieties and complexes that are 
problems in management of busi- 
nesses today. He pointed out that 
everyone is beset by these prob- 
lems, and must learn to handle 
them. Further, if help is required 
to solve such problems, manage- 
ment should call in skilled practi- 
tioners. 


Saving for retirement 


A joint session was held Oct. 6 
by NWHA and NASMD. 

“Let’s stop castigatine the other 
fellow and examine problems of 
distribution openly for the mutual 
benefit of the industry,” L. C. Lock- 
ley, dean, school of commerce, Uni- 
versity of Southern California, told 
the joint session. 

“Let’s not run to government 
for legislation to solve our prob- 
lems. Legislation cannot provide 
the answers.” 

Wylie Messick, counsel, Select 
Committee for Small Business, 
U. S. Senate, reviewed the history 
of benefits to small businessmen, 
He forecast progress in 
tion to allow small businessmen to 


legisla- 


set aside tax-free funds for their 
retirement. 


Costs step in spotlight 

The current situation in steel 
was discussed by Irwin H. Such, 
editor-in-chief, Steel magazine. 

The final day, Oct. 7, session of 
NWHA was for presentation of 
the Distribution Cost Accounting 
program. Committee reports on 
wholesalers’ catalogs and on co- 
operatives were also given. 

The NWHA amended its by-laws 
to define more sharply qualifica- 
tions for membership. The amend- 
ment approved makes wholesalers 
eligible for membership who are 
full-line wholesale firms, perform- 
ing all wholesale functions, whose 
owners participate in earnings on 
the basis of stock ownership in 
the company, and who ship most 
of the goods sold from their stock. 


The general entertainment pro- 
gram, in addition to the Sunday 
evening dinner, included dancing 
on the evenings of Oct. 5 and 6. 

The Ladies Luncheon was held 
Oct. 5, followed by a fashion show. 

The following committees worked 
for the convention: 

AHMA convention committee, A. 
S. Johnson, National Carbon Co.; 
John Gibson, III, McKinney Mfg. 
Co.; Arthur L. Faubel, AHMA. 

Entertainment committee, D. H. 


Comtois, Penna. Lawn Mower Div., 
American Chain & Cable Co.; C. T. 
Fuller, Camillus Cutlery Co.; D. 
Rumsey Plumb, Fayette R. Plumb, 
Inc.; J. D. Young, Yale & Towne 
Mfg. Co. 

Ladies reception committee, Mrs. 
A. S. Johnson, Mrs. John S. Stiles, 
Mrs. A. B. Lewis, Mrs. John Gib- 
son, III, Mrs. Paul C. Nicholson, 
Jr.; Mrs. Geo. H. Day, II, Mrs. 
Howard W. Price, Mrs. Robert W. 
Mason. 


Stiles Is Rewarded for Joh Well Done 


William A. Parker (left), NWHA advisory board, presents a farewell token of 
affection on behalf of NWHA to retiring president John S. Stiles. The large 


silver bowl was engraved to mark the event. 


A gift for retiring president Johnson, AHMA 


The American Hardware Manutacturers Assn. symbolized its thanks for a 
job well done by awarding a silver cigarette box to retiring president A. S. 


Johnson. 


Making the award (right) is new president John Gibson, III. 
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Atlantic City Convention 





Departmental cost Breakdown— 


the key to better profits 


An industry-wide program of departmental cost account was launched by 


wholesalers at the Atlantic City Convention. 


This program is aid in 


battle for better net profits. New catalog illustrating plan also approved. 


A new approach on an industry- 
wide basis to improving net prof- 
its of hardware wholesalers was 
launched at the Atlantic City con- 
vention early this month. 

This is Distribution Cost Ac- 
counting, known as DCA. It was 
presented at the convention by the 
National Wholesale Hardware As- 
sociation’s Committee on the Cost 
of Distribution. 

Heart of DCA is a Manual which 
sets up methods wholesalers can 
use in allocating expenses by de- 
partments. The next step to put 
DCA into practice will be taken 
shortly by the association distrib- 
uting Manuals to members. 

The new approach is for whole- 
salers to study the contribution 
made by each department to their 
company’s overall net profit. Facts 
can be gathered by working up a 
profit and loss statement for each 
department, following methods 
given in the Manual. Management 
then can determine causes of low 
profits and take corrective actions. 

The simplicity of the DCA ap- 
proach to improved net profits was 
emphasized by committee members 
making the presentation. Officials 
of several large wholesale compa- 
nies who have used department 
profit and loss statements for sev- 
eral years pointed out that extra 
labor and office machinery were 
not needed. The approach, it was 
emphasized, can be used by whole- 
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salers having a small volume of 
sales. 

Another important development 
at the convention was taken on 
wholesalers’ catalogs. 

The NWHA Committee on Cata- 
logs and the Executive Committee 
announced approval of a plan for 
preparation of material for offset 
printing by the North American 
Press, Milwaukee. 

North American Press offers to 
take information on products and 
illustrations from manufacturers 
and prepare the copy for wholesal- 
ers’ catalogs. The service includes 
distribution of manufacturers’ copy 
to wholesalers, and to make month- 
ly mailings of authorized catalog 
listings and revised index pages. 

Approval of North American 
Press’ service to manufacturers 
and wholesalers is not exclusive ap- 
proval, Richard F. Becker, chair- 
man of the NWHA Committee on 
Catalogs, pointed out in announc- 
ing the approval. 

The convention was the 65th an- 
nual convention of the National 
Wholesale Hardware Assn., the 
117th semi-annual convention of 
the American Hardware Manufac- 
turers Assn., and the 49th annual 
meeting of the National Assn. of 
Sheet Metal Distributors. 

The convention was on Oct. 4 to 
7. Registration was 2850. Meet- 
ings were held in the Dennis and 
Shelburne Hotels, instead of the 


Marlborough-Blenheim where they 
had been held for many years. 
Two associations elected 

presidents. They are: 

AHMA, John Gibson, III, pres- 
ident of McKinney Manufacturing 
Co., Pittsburgh. 

NWHA, Howard W. Price, exec- 
utive vice-president, The Salt Lake 
Hardware Co., Salt Lake City, 
Utah. 

NASMD re-elected as president 
A. B. Lewis, of The Palmer-Dona- 
vin Mfg. Co., Columbus, O. 

The convention opened Sunday, 
Oct. 4, with the Presidents’ Recep- 
tion, followed by the Central States 
Hardware Club dinner. 

Two program sessions were held 
on Oct. 5. 

NWHA held an open session. 
John S. Stiles presented the presi- 
dent’s address. Officials of four 
wholesale companies gave ad- 
dresses on sales management prob- 
lems. The NASMD held an open 
session with a panel discussion on 
the future of the distributor. 

The conference booth program 
at Convention Hall was held dur- 
ing the afternoons of Oct. 5 and 6. 

AHMA held its business session 
on the morning of Oct. 6, followed 
by an open session program. 

Lowell B. Mason, former member 
of the Federal Trade Commission, 
reminded manufacturers that their 
freedoms were being’ whittled 
away. Commissions, boards and 


new 








Atlantic City Convention 





President's Address 








by John S. Stiles 

President 

National Wholesale Hardware 
Assn. 

and 

President 

Morley-Murphy Co. 

Green Bay, Wis. 





(Opposite page) Here are officers of the National Whole- 
sale Hardware Association, and some members of the 
executive committee and advisory board members who 
directed the 1959 convention. Left to right, seated, are: 
John H. Mize, Blish, Mize & Silliman Hardware Co., and 
Charles L. Hildreth, Emery-Waterhouse Co., advisory board; 
Howard M. Price, The Salt Lake Hardware Co., vice-presi- 
dent; John S. Stiles, Morley-Murphy Co., president; James P. 
Townley, Townley Metal & Hardware Co., vice-president: 
A. B. Lewis, Palmer-Donavin Co., vice-president; Henry J. 
Allison, Allison-Erwin Co., advisory board. 


Left to right, standing, are: John W. Sheffield, Sheffield 
Hardware Co.; W. E. Smith, Oklahoma Hardware Co.: 
R. C. Lenfesty, Seattle Hardware Co., J. Rayner Harper, 
Harper & Mcintire Co., H. L. Thompson Jr., Bostwick-Braun 
Co.; Gordon W. Farr, Decatur & Hopkins Co.; Wm. Geo. 
Steltz Jr., Supplee-Biddle-Steltz Co.; and Judge F. Ander- 
son, American Wholesale Hardware Co., members of the 
executive committee; Thomas A. Fernley Jr., managing 
director; and R. Bruce Wall, secretary. 








“... Let’s get on the band wagon of 
the manufacturers who are fighting 
our battle for us ... in too many 
instances we operate on a basis of 
friendship instead of good business 


practices...” 


If we can believe all the signs—trust in the tradi- 
tional statistical indicators—and accept the findings 
of the professional economists—we are on the thresh- 
old of the most dazzling decade the United States 
has ever known. 

They predict the sixties will bring new peaks of 
business prosperity far overshadowing anything we 
have known in the past. We will see a spectacularly 
rising national output moving from this year’s total 
of $475 billion to $500 billion in 1960 and to a stag- 
gering $750 billion by 1970! Over 750 billion—an in- 
crease of more than 50 percent over today’s output! 

Our rapidly increasing population is the key factor 
in this anticipated upsurge in the economy. Every 
single day over 11,000 new babies are born—over 
four million a year. That’s a lot of babies, and as life 
expectancy continues to mount, this means a net gain 
in population of over three million persons a year. 
This gain can well become more than four million an- 
nually by 1970. 

The result? More marriages—new households— 
larger families—and an unprecedented demand for 
goods and services of all descriptions—and specifically 
for the types of consumer goods which form the 
backbone of our industry. 

But equally important—thanks to continued gains 
in the efficiency of our economy—this increased popu- 
lation will be better able than ever before to buy these 
goods and services they will need and want. Fortune 
magazine predicts that by 1970 the average family in- 
come will approach $7,500 after taxes—measured in 
1959 dollars—about $1,500 more than at present. An 
average family income of almost $7,500 after taxes! 
What a market! 

With all signs pointing to a tremendous, vital, and 
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growing market, our major objective must be to as- 
sure ourselves a substantial slice of this economic pie. 

We are the ones who will determine how bright our 
future will be. We are the ones who have in our 
hands the power to control the destiny of our Indus- 
try. We are the ones who will have to lie on the bed 
we make for ourselves. We are the ones who are pack- 
ing our own lunch. 

And to the surprise of many people, we are doing 
a pretty good job of it. Let’s take a look at the rec- 
ord—and I think you'll agree. 

The efficient wholesaler is going to have to continue 
doing everything in his power to provide outstanding 
basic service to his retailer customers, while at the 
same time avoiding fringe practices which just aren’t 
good business and result in unbalanced operating fig- 
ures. 

The successful wholesaler of the future must con- 
stantly be seeking new lines. From among the tre- 
mendous number of new products which will be 
brought to market, he must carefully select those 
which he can confidently offer to his retailers, knowing 
they are right for his trading area. In all probabil- 
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ity, a substantial portion of the items we will be sell- 
ing during the decade ahead are as yet undreamed 
of. 

The wholesaler who rejects new items without care- 
fully weighing their merit, simply because they are 
new, or because they do not presently fit the concept 
of what a hardware retailer should merchandise, is 
being unfair both to himself and to his retailers who 
he represents in the market place. 

On the other hand, a wholesaler who indiscrimi- 
nately accepts everything that comes along, will soon 
load his shelves and those of his retailers, with a lot 
of merchandise which will not turn readily and which 
will tie up needed capital. More than ever before, 
the period ahead is going to require sound judgment, 
careful selection, and a keen sense of values. 

If we hardware wholesalers expect to retain a 
prominent place in the big picture ahead, we must 
pursue sales programs which are aggressive and 
progressive. 

Our salesmen represent our greatest single advan- 
tage over competitive distribution systems. The com- 
bined knowledge and ability of the 12,000 men we 
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The Presidents’ Reception Oct. 4 marked the opening of the 1959 joint hardware convention in Atlantic City. 
Officials and their wives in the receiving line at left, front to rear: NWHA president John S. Stiles and Mrs. Stiles; 
AHMA vice-president John Gibson, Ill, and Mrs. Gibson; A. B. Lewis, NASMD president, and Mrs. Lewis. In line 
at right, front to rear: AHMA president Adger S. Johnson and Mrs. Johnson; NWHA vice-president H. W. Price, 
and Mrs. Price; Paul C. Nicholson Jr.. AHMA vice-president, and Mrs. Nicholson: Robert W. Mason, NASMD 


vice-president and Mrs. Mason. 
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travel in our respective territories is a tremendous 
asset. But we must continue to upgrade our sales or- 
ganizations—continue to improve our training tech- 
niques—and continue to plan sales campaigns which 
will best utilize the capabilities of our sales represen- 
tatives. 

And it is going to be necessary that we always 
keep ahead of us the axiom that it is just as impor- 
tant to sell for the retailer as to the retailer. We 
must be retail-minded—never forgetting that strong, 
successful retailers are an absolute essential if we 
ourselves are to prosper. 

We full-function wholesalers can materially bright- 
en our own future by expressing ourselves in no un- 
certain terms to those suppliers who undercut us in 
the market place, and then acting accordingly. 

We must be more choosey in selecting the manufac- 
turers with whom we work. We must refuse to give 
the same kind of support to producers whose sales 
policies are detrimental to the best interests of the 
full-functioning wholesaler as we give to those sup- 
pliers who are really on our team. 

We've got to show our good faith to the manufac- 
turer who has a sensible, clearly stated and carefully 
observed sales policy—who recognizes the wholesale 
hardware distributor as a vital link in the distribution 
process, provides him with an adequate profit margin, 
and protects him against unfair competitors. 


We can prove we do a good job 


It’s our responsibility to prove to manufacturers 
with sales policies which protect the full-function 
wholesaler that continuing this type of policy is defi- 
nitely in their own interests. We can do this by 
cooperating with them in every way possible—by en- 
couraging our sales organizations to give their prod- 
ucts preferred attention—and by doing such an out- 
standing job in distribution of their lines that they 
will not be tempted to look elsewhere for ways to get 
their goods into the hands of the consumer. 

As an illustration of what I have in mind, I would 
like to quote the following from the published policy 
of a reputable manufacturer who has clearly cast his 
lot with the full-function wholesaler. 

“There are too many ‘me too’ wholesalers. They 
carry sample stocks, if any. They do not originate 
business. They are simply parasites on the business 
that has been established through other means. It is 
not fair to the many wholesalers who have actively 
promoted the sale of our products that we continue to 
extend wholesaler discounts to such fir:ns.” 

To which we full-function wholesalers add a fervent 
“Amen.” 

Let’s get on the band wagon of manufacturers of 
this type who are fighting our battle for us. In too 
many instances, we are operating on a basis of friend- 
ship instead of good business practice. How many of 
us are continuing to promote lines of suppliers who 


New AHMA 
President 
John Gibson, Ill 


New NWHA 
President 
Howard W. Price 


Reelected NASMD 
President 
A. B. Lewis 








Atlantic City Convention 





fail to truly support the full-function wholesaler, 
simply because our buyer has a friend of long stand- 
ing who he doesn’t want to hurt? 

If we are going to make sure of our place in the 
sun, we must deemphasize the lines of those sup- 
pliers whe callously proclaim their readiness to rec- 
ognize as wholesalers any and all comers who have the 
wherewithal to pay for their merchandise, regardless 
of the unfair competition which may thus be set up 
for their established wholesalers, or the disruptive 
effect it may have on the market. 

In more cases than not, the acceptance which the 
products of such manufacturers have in the market- 
place, has come about because of the blood and sweat 
of full-function wholesalers and retailers over a long 
period of years. It is unfortunate that far too fre- 
quently, appeals to reason, loyalty or ethics have had 
little effect. 

Apparently the only way we can make a real im- 
pression on such fair-weather friends is by turning 
our backs on their products and concentrating on 
those of manufacturers who are fighting our battles. 
We are hurting ourselves and our industry every time 
we continue to be cozy with suppliers whose loyalty 
to us is purely a matter of expediency. 

We've got to be more articulate—and we must back 
our words with action. Even when it hurts a little, 
we'll be further ahead in the long run. We must have 
the courage to say “no” to propositions of question- 
able merit. It’s essential that we let our own people 
know where we stand and why—and even more im- 
portant, we must be sure they reflect it in their deal- 
ings with our sources. 

We've every right to insist that our suppliers battle 
this distribution problem with us shoulder to shoulder, 
if they expect us to continue to put our full effort 
into selling, warehousing, and financing their goods. 
We all know of manufacturers who urge the whole- 
salers to “get in there and fight,” but with the other 


hand are passing a club to our competitors with which 
these competitors can bash our brains out. 

This is exactly what occurs when the manufacturer 
allows the full wholesale discount to the pseudo-whole- 
salers. These parasites—who come closer to being 
brokers than wholesalers—operate without a _ sales 
organization—they avoid the cost of warehousing by 
drop-shipping the major portion of their merchandise 
—and they extend credit only as long as it is to gilt- 
edged retailer accounts. 

Having thus avoided the bulk of the costs of per- 
forming the true wholesale function by passing them 
on to others, these operators proceed to undersell us 
in the market-place, and profess to have discovered 
a marvelous new method of drastically cutting the 
costs of distribution! 

Who do they think they’re kidding! 

Someone has got to perform the functions of dis- 
tribution—and somebody has to pay for them. 

Shifting the burden from one segment of the dis- 
tribution system to another, doesn’t make the burden 
disappear. We’re going to have to sell, resell, and 
continue selling the value of the services we render, 
to our suppliers and customers alike. Don’t let them 
forget for one minute, the tremendous problems they 
would face if there were no full-function wholesalers! 

Our industry is like a three-legged stool—the manu- 
facturer, the wholesaler, and the retailer, each form- 
ing one of the legs. If any one of the legs is weak- 
ened, there is danger that the entire stool will col- 
lapse. 

The wise manufacturer, who designs his policies 
and promotional activities with strengthenmg of the 
full-function wholesaler as a dominant consideration, 
is working in his own best interest, as well as ours. 
Conversely, every time a manufacturer takes action 
which is detrimental to his wholesaler or retail cus- 
tomers, he invites serious trouble for himself. 


I repeat—if we full-function hardware wholesalers 
expect to nail down a generous share of the predicted 
prosperity ahead of us, we must be aggressively alert 
to the present opportunity. We must be prepared to 
fight for our principles. But most important of all, 
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Hardware X-Club members and guests met for its annual luncheon meeting Oct. 6. R. H. Coleman, an AHMA past 
president, has been succeeded as Chief-X by Charles L. Hildreth, Emery-Waterhouse Co., Portland, Maine. The club 
is made up of past presidents of the major wholesalers’ and manufacturers’ groups. 











we must have faith and confidence in the future of the 
manufacturer-wholesaler-retailer method of distribu- 
tion. And we do! 

Perhaps nothing more dramatically illustrates the 
confidence we wholesalers have in our own future than 
the statistics recently gathered by Hardware Age in 
its survey* of modernization programs. 

Their research indicates that in the last 12 months, 
full-function wholesalers have completed new ware- 
house facilities costing almost $12 million. An addi- 
tional $9 million worth of new facilities are sched- 
uled for completion in the coming 12 months—making 
a total of over $21 million worth of such construction 
over the two-year period! 

Expenditures for improving or expanding existing 
facilities aren’t included—nor is the substantial new 
investment in modern business machinery. The capi- 
tal outlay for new office equipment alone amounts to 


over a half million dollars during the 24-month pe- 
riod—not including the value of leased electronic 
data—processing equipment, such as Ramac, which a 
substantial number of houses are installing. And 
these figures are for full line hardware wholesalers 
only. Specialty wholesalers are not included. 


We are rapidly moving into the sixth decade of this 
century. The full-function hardware wholesaler awaits 
it with confidence, knowing he is ready and able to 
hold his own, as he has from the very beginnings of 
our industry. He will be a force to be reckoned with 
in the years ahead, as in the past—efficiently perform- 
ing his economic function—dependably, economically, 
serving his customers and suppliers alike—and con- 
tributing his unique know-how to the distribution pat- 
terns of the future. 





*Sept. 24 issue p. 49 
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a panel discussion 


For many years the wholesale 
hardware industry has been pro- 
viding its investors with modest 
profits, but when these modest 
profits diminished materially, these 
same investors clamored for an ex- 
planation. 

The National Wholesale Hard- 
ware Assn. assumed the leader- 
ship in this matter and appointed 
a number of committees to investi- 
gate this profit reduction. One of 
the selected committees approached 
the problem from a strictly account- 
ing standpoint. 

The findings and recommenda- 
tions of this committee are now 
contained in the Manual of Dis- 
tribution Cost Accounting. 

The first point investigated was, 
why were wholesale hardware firms 
engaged in costly uneconomic prac- 
tices which were obviously bring- 





E. H. McLaughlin, Jr. 
Union Hardware & Metal Co. 
Los Angeles, Calif. 


profit percentage, but wholesale 
hardware men didn’t realy know 
what the cost of selling threaded 
products was compared to selling 
electrical appliances. 

The basic aim of this manual is 
to give interested wholesalers a 
procedure to follow to find out just 
how much it will cost your firm 
to sell products in each one of your 
departments. 

By using this manual you will 
know if the historic high gross 
profit in threaded products is suf- 
ficient to offset the cost of handling 
items with low invoice line value 
and high order filling expense. 

You will find out if an electrical 
appliance manufacturer is justified 
in reducing margins of profit based 
on his contention that storage, fill- 
ing of orders, turnover, and so on, 





ing their profits down? The answer 
was simple: these practices were 
not willful transgressions, but were 
considered common business prac- 
tices. 





The costly uneconomic practices 
could not be distinguished from the 
good practices because no one knew 
what were their true departmental 
costs. True, departments were op- 
erated at preconceived historical! 


is less for this type of merchan- 
dise. 

Another factor which points out 
the necessity of finding out what 
your departmental costs are, is that 
the percent of overhead expense for 
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salaries and salesmen’s compensa- 
tion has increased from 60 percent 
in 1942 to 72 percent in 1958. With 
so many expense dollars being al- 
located to personnel, the profitabil- 
ity of each department in your or- 
ganization should be questioned 
very thoroughly. 

To convince you further that ac- 
tion is necessary to improve profits, 
let us briefly highlight the national 
averages of profit on sales for the 
past 10 years. The already slim 
margin in 1951 of 2.99 was re- 
duced to 1.43 percent in 1954 and 
still further depressed in 1958 to 
1.18 percent. 

Let us examine just one of these 
costly uneconomic practices about 
which I spoke earlier. 

OQne of your dealers wants to 
place a substantial order, say for 
electrical appliances. The margin 
of profit on this merchandise is al- 
ready low but still you offer the 
dealer an extra 5 or 7% percent 
hoping that none of your competi- 
tors will go lower. What basis did 
you use in deciding upon that addi- 
tional discount? I guess these dis- 
counts are traditional but they are 
not related in any way to a min- 
imum profit. 

You can’t relate these additional 
discounts to your net profit because 


you don’t know what your depart- 
mental costs are. 

Think of the value to your local 
industry if all of your competitors 
were to be equipped with depart- 
mental costs. Many of your special 
price considerations will be elimi- 
nated. By stiffening your back and 
failing to accept uneconomical 
orders you will be increasing your 
own profits directly and indirectly 
aiding your local industry. 

Another advantage to knowing 
your departmental costs is that you 
can push the sale of the merchan- 
dise in the more profitable depart- 
ments and relegate the merchandise 
in less profitable departments to a 
service category. 

If you compensate your salesmen 
on a share-the-profit basis, and 
they are informed of the more 
profitable departments, this process 
will be automatic. 

If each wholesaler working inde- 
pendently found that a particular 
department was not making suf- 
ficient profit to warrant any sales 
push, I am sure the manufacturer 
of these items would make the 
necessary changes to insure the 
transfer of their merchandise from 
the service category. 

This could be done by increasing 
the margin of profit, revising the 


packaging, cutting down the num- 
ber of items to a carton, and so on. 

The process involved in finding 
your departmental costs could be 
classified as research. Consider the 
value of this kind of effort to other 
industries such as chemical, elec- 
tronics, aerodynamics and so on. 

A secondary value of this type 
of cost research is that by compar- 
ing the results of your surveys 
with the results of other whole- 
saler’s surveys you will be quick to 
notice any irregularities in your 
own figures. 

A possible objection: “I don’t 
need anything as elaborate as this 
—my business is too small.” You 
do need something like this if your 
profits conform to those of the 
wholesale hardware industry. You 
may recall these were a modest 
2.95 percent in 1951 and declined 
to 1.18 percent in 1959. 

Not one wholesaler, regardless of 
his size, can afford the luxury of 
not knowing his departmental 
costs. 

Another anticipated objection 
was that all accounting manuals 
are too difficult for hardware peo- 
ple to understand, even those hard- 
ware people engaged in the ac- 
counting part of the business. 

Our chairman, Mr. Price, se- 


Conference Booth Program at Atlantic City =1959 





Atlantic City Convention 





lected men to develop this manual 
who were or who are actively en- 
gaged in the management of whole- 
sale hardware business, and ac- 
counting men engaged in the 
hardware business. 

Objection No. 3: “My account- 
ing system gives me the informa- 
tion I want. All other information 
would be unnecessary.” You might 
expect this objector to continue 
along these lines, “. . . I have the 
same accounting system I insti- 
tuted when my business was only 
one tenth its present size.”’ 

1 wonder what changes, if any, 
this man has made in his shipping, 
receiving, warehousing depart- 
ments. If he hadn’t changed and 
modernized these, his business 
could not have increased ten times. 

Why not modernize your account- 
ing procedure so that your profits 
may be improved? 


Net profits count 

During the past ten years we 
have prepared quarterly and annual 
profit and loss reports for each of 
our 17 merchandise departments. 

We convinced ourselves in the 
very first year that high gross 
profit percentage in a department 
does not assure a high net return. 
Our range of gross profit percent 
by merchandise department was 
from 16 percent to 32 percent and 
the total expense ratio to sales 
varied from 12 percent to 30 per- 
cent. 

It would be all right if the low 
expense ratio would follow the low 
gross profit ratio and the high 
would stick together, but it seldom 
turns out that way. 

During the first 8 years of our 
experience with DCA we could, 
without too much hard work, find 
the cause of the departmental low 
net profit or loss and effect correc- 
tion. During the past two years it 
has been necessary to dig much 
deeper to find the factors which 
contributed most heavily to the loss 
or break even department. 

A broad front is always a valu- 
able one. Therefore, more of you 
must get into DCA so that our 
weaknesses can be proven nation- 


ally and corrected nationally. DCA 
is a simple approach to survival, 
and it will be here longer than some 
of us in this room who fail to 
recognize its value. 

At the beginning, 10 years ago, 
we had two budget clerks preparing 
our profit and loss statements by 
department. At the end of one 
year it was reduced to one em- 
ployee, and at the end of two years, 
the entire job was absorbed at no 
extra cost by our regular account- 
ing department. 

We did not have DCA manuals 
and had to pioneer the subject 100 
percent. Today, the tools are being 
furnished to you practically free 
and you should have a desire to 
use them well. 

It is a fallacy for you to think 
that modern and expensive me- 
chanical equipment is a requisite 
for a follow through of DCA. 

There is no doubt in my mind 
that once you have mastered DCA 
outlined in this valuable manual 
you will begin to apply the prin- 
ciples to a given line of merchan- 
dise or even items. We at UHMCO 
during the year 1959 are trying to 
master the intricacies of punch 
card accounting. And a Ramac 
was recently installed to further 
complicate- what we hope to be a 
profitable venture. 


Howard W. Price 
The Salt Lake Hardware Co. 
Salt Lake City, Utah 


Wholesalers are being awakened 
to the fact that they must know 
which lines of merchandise are 
profitable for them to handle. 

Distribution cost accounting re- 


duced to an abbreviated term is 
DCA. 

Distribution cost accounting is 
an accounting procedure by which 
the natural profit and loss accounts 
are apportioned and distributed to 
the various departments of a busi- 
ness. Natural expense accounts are 
allocated to departments through 
DCA methods. 

DCA is a tool which offers to 
management a great opportunity 
for reducing costs and increasing 
efficiency in their businesses. 

DCA is not a rigid or fixed sys- 
tem. It can be modified or adapted 
to meet the present or future needs 
of the many different volume 
houses within the industry. 


Benefits are numerous 

The principles and methods in- 
troduced in the manual are funda- 
mental and are intended to serve as 
a framework for the development 
of a custom-made DCA system for 
the large, medium or small whole- 
saler. 

The basic method outlined in this 
manual has proven of real value to 
those wholesalers who have pio- 
neered in this field. There are nu- 
merous and substantial benefits to 
be realized as you progress. Bene- 
fits which can be anticipated are 
these: 

(1) The first benefit is self-anal- 
ysis and improvements in the 
wholesaler’s own operation. 


(2) To supply facts to manage- 
ment so as to make it possible to 
delegate responsibilities for correc- 
tion. This will stimulate a wider 
interest within the organization 
and create a desire among its per- 
sonnel for improvement. 

(3) Greater emphasis can be 
placed on profitable departments 
and less emphasis given those that 
were mistakenly believed to be 
profitable. Distribution 
counting will also suggest to man- 
agement how it might direct en- 


cost ac- 


deavors to new areas of profit op- 
portunity. 

(4) Greater employee productivi- 
This has al- 
ready occurred in the case of sev- 


ty can be achieved. 


eral wholesalers. 


(5) Elimination or reduction of 
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sales compensation on unprofitable 
business. 

(6) Distribution cost accounting 
reveals that gross margin either 
large or small must be carefully 
considered in the light of the cost 
of handling the item, line or com- 
modity to determine if it produces 
a satisfactory return. 

(7) Distribution cost accounting 
opens avenues to improve methods, 
procedures and functions for lower 
costs. 

Simply stated, DCA is a proce- 
dure whereby a chart of expense 
accounts is designed so as to ac- 
cumulate expenses by natural 
groupings, and then to allocate 
these expenses to merchandise de- 
partments by the methods shown 
in the manual. 


Let's start DCA right 

What your committee recom- 
mends is a widespread adoption of 
DCA by our membership. Further, 
that our association, through the 
committee, direct the efforts of 
interested members along sound 
lines which both practical experi- 
ence and professional 
practices suggest. 


accounting 


If we are to make an intelligent 
inquiry into the costs of distribu- 
tion with the hope of improving 
net return for ourselves and for 
the great industry of which we are 
all a part, then we must be sure 
that we start on the right track. 

Once we are on the right track 
together, we can reasonably expect 
to attain our objective of profit im- 
provement. 

One of our partners in the dis- 
tribution of hard goods, the manu- 
facturer, will be not only impressed 
but motivated by carefully re- 
searched documented fact. 

Wholesalers who adopt DCA will 
soon be able to exchange experi- 
ences and conclusions reached. This 
exchange, guided by the continuous 
interest and activity of the commit- 
tee will make it possible to further 
develop DCA. 

It will make it possible to ulti- 
mately point toward the objective 
of making a thorough industry- 
wide analysis of the profitability of 
various lines or commodities. 

Such facts must be known so 
that needed changes and improve- 
ments will be made rather than be 
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merely topics of conversation 
which, as your committee views it, 
have heretofore been based largely 
upon opinion. 

It is a relatively simple proce- 
dure to follow. Your own account- 
ing people will have no difficulty in- 
stituting DCA in your business 
with the aid of this manual. 

A number of other approaches to 
distribution cost accounting was 
thoughtfully and carefully studied 
by your committee. Each approach 
except the one recommended was 
disregarded as it was felt that none 
of them would suit the need of 
wholesalers of hardware to the ex- 
tent the one outlined in this man- 
ual does. 

This manual is available for the 
use of all members who wish to ex- 
plore the profitability of their own 
operations. It is the product of 
members who have given freely of 
their time, thought, manpower, and 
money to this project. 

An improvement in profit return 
in the industry will not come about 
merely because the system of dis- 
tribution cost accounting is being 
introduced and is being recom- 
mended here today. Rather, im- 
provements will come as a result of 
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a widespread adoption and a con- 
tinuous application of distribution 
cost accounting by our members. 

I want to thank the members of 
our committee for the time, effort, 
and the great contribution they 
have made in the preparation of 
this DCA manual. The committee 
members are: 

W. W. French, Jr., Moore-Hand- 
ley Hardware Co., Birmingham, 
Ala. 

E. H. McLaughlin, Jr., Union 
Hardware & Metal Co., Los An- 
geles, Calif. 

U. J. Kuhre, Strevell-Paterson 
Hardware Co., Salt Lake City, 
Utah. 

Burrows Morley, Morley Broth- 
ers, Saginaw, Mich. 

John W. Sheffield, Sheffield Hard- 
ware Co., Americus, Ga. 

H. L. Thompson, Jr., The Bost- 
wick-Braun Co., Toledo, O. 

Robert H. Watts, Bigellow & 
Dowse Co., Needham, Mass. 
Spencer E. Cram, The W. Bing- 
ham Co., Cleveland, O. 





by U. J. Kuhre 
Strevell-Paterson HardwareCo. 


Salt Lake City, Utah 


Serving on the DCA committee 
for the past two years has been a 
rewarding experience and has con- 
vinced me more than ever that 
every successful distributor must 


concern himself with the net prof- 
itability of lines and departments. 

You do not have to have elab- 
orate accounting practices to use 
this program. We don’t have a 
fancy accounting system, and we’ve 
had DCA accounting for years.* In 
fact, we feel that we were getting 
our DCA accounting for no addi- 
tional expense. 

We have no extra manpower to 
give us this new concept in ac- 
counting for profit. I am positive 
that each distributor in this room 
today can confidently approach 
DCA with the idea that its cost in 
dollars in putting this into opera- 
tion will be very, very small 
when measured against the results 
you will obtain through such a 
system. 

I want to tell you the story of 
one department in our business. 
This department was a very large 
one with us. It had always enjoyed 
the highest gross profit of all our 
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departments, and we had always 
thought of this as a very important 
part of our overall net profit. 
Yet, when we put DCA to the 
test we found that this large high 
gross margin department had ac- 
tually lost us money and lots of it. 
We couldn’t believe it, and actually 
rechecked ourselves three times. 
This stopped us completely in 


proach our problem from the ex- 
pense control angle. This we did 
with a vengeance. We, of course, 
forgot about the non-controllable 
expense items such as rents, li- 
censes, etc. We spent our efforts 
in those areas of expense that can 
be quickly controlled, such as 
wages, both office and warehouse, 
telephone, ete. 


ing sales and profits. In short, we 
found a little kingdom had been 
built within our own organization. 

We also went after more sales 
in this department with some new 
and constructive sales approaches 
because, in most cases, there isn’t 
anything that will help make a net 
profit as fast as a few more dol- 


lars of sales at the proper gross 
margins. 

To make a long story short, we 
turned a substantial loss 
department into a fair profit in 
one short year, and we have con- 


our tracks, and some real soul 
searching became immediate 
necessity. 

We felt we could not attack our 
problem from the gross margin 
front because it appeared to us 
that margins seemed adequate and 
probably from a competitive angle, 
couldn’t be forced upward anyway. 

It thus became necessary to ap- 


We examined every office and 
warehouse procedure as far as this 
department was ,concerned. We 
found many items of wasted ef- 
fort, such as unnecessary reports 
that were being demanded by the 
then depertment manager. 

We tound unnecessary people 
being employed doing jobs that 
were not part of the job of creat- 


an 


in this 


tinued to make progress each year 
for the last three years. Don’t be 
fooled, as we were fooled, into be- 


lieving that a high gross profit 


Central States Hardware Club’s 1959 Banquet 


= 
~., 
~, 

s 


= 


~\ 
‘. 


a 
% 
Phew 


7 


The ballroom of the Shelburne Hotel again overflowed with a record number of members and quests at the Oct. 4 
meeting of the Central States Hardware Club. At the officers’ table, seated left to right: Rol B. Plumb, Rol B. 
Plumb Co.; Dwight L. Myers, Swan Rubber Co.; Ben Leve, secretary-treasurer: R. R. Osborn, Turnbuckles, Inc. 
president; Arthur L. Faubel, secretary-treasurer AHMA; Ralph E. Kirby, managing director and treasurer, Southern 
Wholesale Hardware Assn.; Ev. W. Swartwout, Minnesota Mining & Mfg. Co., vice-president; James H. Perry, 
James H. Perry & Co. Standing, left to right: Roger A. Miller, Arvey Corp.; Robert J. Donahue, Wabash Screen 
Door Co.; Robert P. Melius, Portable Electric Tool, Inc.; Wm. O. Jennings, Wickwire Brothers, Inc.: Walter J. 
Morrison, G. F. Wright Steel & Wire Co.: James R. Mohr, American Steel & Wire Div.. U. S. Steel Corp. 
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necessarily will produce a good net 
profit for you. 

On the other hand, do not accept 
the age-old concept that because it 
costs you 18 percent of sales to do 
business, that any line or depart- 
ment grossing less than this is los- 
ing you money. We proved this to 
our satisfaction, too. 

We should also make clear that 
many high gross departments do 
and will continue to produce satis- 
factory or better net profits. But 
the use of DCA will give you real 
proof as to where your net profit 
is coming from and at what rate, 
as expressed as a percentage of 
sales. 

You should think of distribution 
cost accounting as a permanent 
source of management facts, and a 
permanent part of your account- 
ing program. 

It is going to take some effort 
and dedication on your part to 
make it work but you will be most 
pleased with the additional infor- 
mation you will have available to 
you to better your business for 
better net profits. 

May I make a few brief points 
that might help you in planning 
for DCA in your own business: 

(1) DCA can be used economi- 
cally in all sizes of wholesale hard- 
ware distribution from the dis- 
tributor doing $2 million annually 


and up to the very large ones 
doing $30, $40, or $50 million a 
year. 

(2) DCA is not predicated on 
elaborate, expensive accounting 
systems. The machine accounting 
systems that some of you have 
may make it even easier to get the 
facts, but certainly you do not 
need such systems to get DCA op- 
erating in your business. 

(3) It will surprise you how 
short a time it will take to get the 
simple facts necessary to imple- 
ment these measuring devices in 
your own operations. They are 
there, available to you without too 
much research. 

(4) DCA will not cure the ills of 
a line, a department or a business. 
DCA merely points out clearly to 
you your problem areas, and then 
it is up to management to do the 
things necessary to correct the bad 
situations. Finding out the prob- 
lem areas and then doing some- 
thing about them is the real an- 
swer to profitable management. 


W. W. French, Jr. 
Moore-Handley Hardware Co. 
Birmingham, Ala. 


It is poor taste to talk about the 
company you work for but this is 
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the only way I can give firsthand 
experience on the subject. Please 
excuse my references to Moore- 
Handley and some small amount 
of history. 

Moore - Handley operates in a 
comparatively poor territory (this 
will not be true a few years from 
now because we are gaining on 
other parts of the country). 

Being in an area of this kind, to 
get sales volume we have to be in 
many different businesses. We de- 
cided after World War II we 
should have several branches. 
This, with the different types of 
business, made our operations ex- 
tremely complicated. 

With the addition of these 
branches and other changes, 
Moore-Handley’s business moved 
up from about $12,000,000 pre-war 
to over $40,000,000. 

When business slowed in 1954, 
we needed to start hacking away 
on expenses. The question of 
where to start got us into DCA. In 
our case it was a necessity if we 
were to do an intelligent job of 
reducing costs. 

At that time we had around 950 


Luncheon is Highlight of Ladies Program 
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people on our payroll and 5 
branches. We now have 739 people 
instead of 950. We have 5 branches 
now but much different from the 
ones we started with. 

When the time comes to do a 
big reducing job and you don’t 
know where you are making money 
or losing it, trouble begins. It we 
hadn’t been well along with DCA, 
we could have floundered around 
for quite a while. And we never 
would have been able to hold our 
sales at the $40,000,000 level with 
the smaller number of people. 


The entire staff is for DCA 


Our costs on DCA are practical- 
ly nothing. If we were losing 
money, DCA would be the last ex- 
pense we would eliminate. We 
started this work without IBM 
and even now have only a very 
limited amount, practically none 
of which is used in DCA. 


I am sure now, after many 
vears of work along this line, none 
of our department managers or 
branch managers would even think 
of wanting their monthly P & L 
figures eliminated. 


DCA spotlights problems 


All department and branch man- 
agers think their expense alloca- 
tions are too high for their par- 
ticular departments or branches, 
but our differences of opinion are 
relatively minor and we do have 
year to year comparisons that all 
agree are most valuable. 

Unfortunately, DCA does not 
solve any problems, it only points 
them out. 


We know several areas that are 
not profitable. The question then 
is: 

(A) Is it because of some tem- 
porary condition? 

(B) Can this department be 
made profitable through improve- 
ments -and changes? 


(C) If the department cannot 
be made profitable and is elimi- 
nated, how much expense would 
be saved or how much just put on 
another department? 


Some of you might say, if DCA 
is so good, why doesn’t Moore- 
Handley do better? The answer is, 
we will, because after five years 
we are finding facts we need to 
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The Salt Lake Hardware Co. 
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enable us to move in the right di- 
rection. 

Summing up, DCA has done this 
for Moore-Handley: 

(1) Pointed out the most profit- 
able departments and branches, 
also the least. 

(2) Made all of our people more 
cost conscious. 

(3) Enabled us to delegate cost 
reductions and profit improvement 
in different parts of our business 
to specific persons. 





Editor’s note: Mr. French was 
called away from the conven- 
tion on business. His paper 
was read by a fellow South- 
ern wholesaler, John W. Shef- 
field, of Sheffield Hardware 


Co., Americus, Ga. 


(4) Will enable us to eventually 
work out a fair incentive pay sys- 
tem. 

(5) Long range, we will have 
standard costs on every function 
in our business. 

I am convinced if our industry 
had started a DCA many years ago 
we never would have sunk to such 
a low ebb, profitwise. I am also 
convinced our industry would be 
getting a larger share of the mar- 
ket due to changes we would have 
made because we would have 
known more about our business. 

Many companies, through ignor- 
ance of their costs, have contin- 
ued to do business at no profit to 
themselves but great harm to their 
competitors. 

I think we owe it to our own 
companies and our industry to 
know what we are doing. We 
should not work for nothing. 
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How should we promote? 





by C. P. Palmquist 
Executive Vice-President 
Farwell, Ozmun, Kirk & Co. 
St. Paul, Minn. 





(Opposite page) American Hardware Manufacturers Assn. 
officers who directed the 1959 convention and members of 
the executive committee and advisory board. Seated first 
row, left to right: R. C. Hudson, H. D. Hudson Mfg. Co., 
executive committee; E. J. O'Leary, Ruberoid Co., executive 
committee; John Gibson, II], McKinney Mfg. Co., vice- 
president; A. S. Johnson, National Carbon Co., president; 
Paul C. Nicholson Jr., Nicholson File Co., vice-president; 
R. L. Waterman, Corning Glass Works, executive com- 
mittee; Wm. H. North, Ferry Cap & Set Screw Co., chair- 
man, executive committee. Second row, left to right: 
G. S. Case, Jr., Lamson & Sessions Co., executive com- 
mittee; H. M. Huffman, Jr., Huffman Mfg. Co., executive 
committee; R. H. Coleman, Remington Arms Co., advisory 
board; B. B. Wood, Wood Shovel & Tool Co., advisory 
board: R. A. Aldeen, Amerock Corp., executive committee: 
Robert G. Thompson, Lufkin Rule Co., advisory board; 
Harold F. Seymour, Columbian Vice & Mfg. Co., advisory 
board; Herbert P. Ladds, National Screw & Mfg. Co., 
advisory board; Arthur L. Faubel, secretary-treasurer. Back 
row, left to right: Stanley J. Roush, Atkins, Saw Div., 
Borg-Warner Corp., executive committee; John S. Tomajan, 
Washburn Co., advisory board; James C. McKay, McKay 
Co., executive committee; Ray C. Fisher, Irwin Auger Bit 
Co., executive committee; Ben Billinger, Gilbert & Bennett 
Mfg. Co., executive committee; Franz T. Stone, Columbus 
McKinnon Chain Corp., advisory board; and John C. Cairns, 
Stanley Works, advisory board. 








“...» we must be mindful that a pro- 
motion is a cooperative effort. No 
one goes it alone. It takes combined 
wholesaler, retailer, and manufac- 


turer teamwork .. .” 


What do we as wholesalers expect from a promo- 
tion? 

Is it the volume increase? 

Is it making a sufficient percentage of profit that 
concerns us most? 

Is it a means to bolster sales when they need 
bolstering, and something to forget when sales are 
good? 

Or do we look at promotions as a means of solving 
our inventory problems? 

Or are promotions something we engage in simply 
because we are forced into them through the activity 
of others? 

Or do we respect promotions? 

Promotions for any one of these reasons can be 
successful. But they are not anti-biotics to cure 
something diseased. Promotions are useful tools that 
give strength and virility to a strong, sound mer- 
chandising program. 

There is a definite challenge in sustaining success- 
ful and profitable promotions. This challenge has 
become an important facet in marketing consumer 
goods. As such it is vital that we as wholesalers, in 
conjunction with manufacturers, accept promotions 
as one of our important functions. 

The question therefore is not, “Should we pro- 
mote?” 

Rather it is, “How should we promote?” 

This is not to imply that there are set formulas 
to follow, or that all promotions be alike. Promotions 
call for originality and ingenuity. Unique ideas are 
sorely needed. 

We must be always mindful that a promotion is a 
cooperative effort. No one goes it alone. It takes the 
combined teamwork of manufacturer, wholesaler, and 
retailer. To accomplish this teamwork we must be 
aware of each other’s needs and problems. 
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As wholesalers we confuse man- 
ufacturers for lack of unified think- 
ing. 

We as wholesalers are equally 
confused with the maze of what is 
being offered. 

Retailers become suspicious as 
they read into these promotions a 
means of merely building inven- 
tory. How to promote, therefore, is 
important. 

It might be well for us to con- 
sider some of the factors which 
tend to confuse, with the thought 
that by so-doing we can close ranks 
for greater understanding. The re- 
sult is more successful and profit- 
able promotions. 

First let us consider some things 
which we may suggest to manu- 
facturers. We think primarily of 
those promotions which are of a 
national scope and are offered to 
all wholesalers. 

Far too often manufacturers 
fail to recognize the importance of 


timing. This involves a need of 
ample time for a distributor, not 
only to evaluate or to schedule, but 
to sell and redistribute. 

This is particularly critical on 
seasonal merchandise. Very often, 
promotions are restricted to a pe- 
riod of time. This has little mean- 
ing unless sufficient lead time has 
been provided. If manufacturers 
desire promotions to be included in 
wholesalers’ scheduled broadsides, 
it is necessary that they give us 
lead time of as much as five 
months. 

Manufacturers often fail to rec- 
ognize that wholesalers need to 
tailor the manufacturer’s promo- 
tion to fit the wholesaler’s sched- 
uled promotions. There is a limit 
to what one can effectively do at a 
given time. 

Many promotions become ineffec- 
tive. Many more are by-passed sim- 
ply because of an already overload- 
ed program. The answer to this 
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problem lies in very early schedul- 
ing on the part of the manufac- 
turer also, as well as in giving ad- 
vanced information to wholesalers. 

Such information does not have 
to include all the particulars if 
manufacturers fear leaking of in- 
formation, but wholesalers 
this evidence of teamwork. 

I don’t believe we can stress too 
strongly the importance of timing 
and value of receiving advanced in- 
formation. 

The essence of a good factory 
promotion is simplicity. To clutter 
up a presentation tends to detract 
and confuse. 

Good consumer advertising copy 
is always clean, concise, and to the 
point. Are we always following this 
rule when it comes to building pro- 


need 


Officers of the National Association of Sheet Metal Distributors—1959 


Here are officers and some members of the executive committee and advisory board who directed the 1959 conven- 
tion for the National Association of Sheet Metal Distributors. 
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motional material and _ catalog 
pages? Much material is not used, 
with wholesalers preferring to use 
a standard, simplified format 
which salesmen and retailers can 
easily follow. 

Now how about gimmicks? Es- 
sentially they are an attempt to 
maintain an established price, yet 
cutting the price by offering free 
goods and the like. Through such 
efforts wholesalers can only hope to 
fill pipe lines temporarily. 


Spiffs? Not worthwhile 

With the trend, and it is a nec- 
essary one, of wholesalers and re- 
tailers operating on _ controlled 
stocks, any attempts at pipeline fill- 
ing is a waste of time. 

Very often, attempts are made 
to build promotions around 
“spiffs:” Trips to Bermuda, gifts 
of merchandise, or even cash. This 
is merely an attempt to buy time 
and attention at the expense of 
other merchandise. 

Such so-called promotions are 
rarely worthy of much considera- 
tion by wholesalers. 

Often, to achieve a low selling 
price, off-brand merchandise is pro- 
moted rather than regularly stock- 
ed items. This usually means that 
quality is being sacrificed. 

Let us not discount this com- 
pletely, but we can honestly say 
that you’re up to bat with one 
strike against you. The greatest de- 
terrent here is the gamble of over- 
stock for both the wholesaler and 
the retailer. 


Trade-up your customers 


Getting stuck with hard to sell 
irregular merchandise is something 
that everyone wants to avoid. 

Undoubtedly there are other con- 
siderations which could be brought 
into our discussion, but here is just 
one more thought. Manufacturers, 
don’t overlook the value of survey 
information. Considerable help can 
be given by wholesalers as to needs, 
as to wants, and as to timing. 

Now how about the wholesaler 
and his local promotions which cen- 
ter around tabloids, catalogs, and 
monthly specials of one form or an- 
other? If we are to be effective in 
these, there are certain negative 
notions that need to be dispelled. 

How often do we say that promo- 
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tions detract from regular sales, 
when to the contrary they create 
more sales? A promoted item stim- 
ulates all sales for the retailer, and 
particularly stimulates the 

merchandise for a wholesaler. 

This brings us to the importance 
of tying in other merchandise with 
a promotion. 

We should never miss the oppor- 
tunity to either trade-up or call at- 
tention to other merchandise. A 
special item creates interest, but 
the sale may come on some other 
items. 


Same 


For this reason it is vitally im- 
portant for the dealer to display 
his specials in the proper depart- 
ments. We as wholesalers are ob- 
ligated to constantly remind deal- 
ers of the value of distributing pro- 
motions throughout their stores. 

How often do we criticize manu- 
facturers when a competing distrib- 
utor has merely beat us to the 
punch in a promotion? This ap- 
proach leads nowhere, and certainly 
tends to confuse manufacturers. 

I feel that it is a mistake to drive 
leading manufacturers to the posi- 
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tion where they will not cooperate 
on anything but a nationally estab- 
lished promotion. 

We need to learn to live with our 
competitor’s promotions if we con- 
sider them important. 

How often do we lose out on good 
promotions simply because we have 
quibbled over a_ percentage of 
profit? By this we do not imply that 
profit is nat important—but surely 
it is not the only consideration. 

Our first consideration should be 
to provide a good value at retail. 
The potential sale that such a value 
can accomplish certainly should 
guide our thinking in regard to 
profit. 

There are also more than these 
immediate profits with which we 
should concern ourselves. Let’s not 
forget the related profits which 
come to us on other merchandise, 
nor the future profits to be gained 


through our business-building ef- 
forts. 

It can generally be said that 
when a manufacturer, wholesaler, 
and dealer share equally, it is 
pretty well assured that a real 
value can be presented without 
sacrificing too much profit for any- 
one. 

Nor should we consider that all 
promotions must involve price-cut- 
ting. The most challenging and re- 
warding thing we can do is to build 
a promotion entirely around qual- 
ity merchandise at regular prices. 

Among dealers there is an in- 
creased consciousness and recep- 
tiveness to the need of good promo- 
tions. There still remain those who 
hide their bargains by seeking to 
salvage extra profit. 

A dealer who buys quantities of 
promotion products and then stores 
these products defeats himself and 
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the suppliers. The dealer has buried 
his profits and sent his customer 
elsewhere. 

Promotions are good for all of us 
even though we sometimes get 
screwy ideas about them. We ought 
to work together a little better. As 
far as manufacturers are concern- 
ed, we welcome their efforts. But 
why can’t they get the stuff out 
to us a little sooner? 

It takes time for us to get things 
moving. 

Don’t give us that blank look 
when we have to say “no” once in 
awhile, this thing can be overdone. 
And keep it simple, as we get con- 
fused also. As far as gimmicks are 
concerned, they’re for the birds 


How to help salesmen sell more 








by Joe F. Wood 

President 

Corpus Christi Hardware Co. 
Corpus Christi, Texas 


My approach in handling sales- 
men has been to give them the 
things I would have liked to have 
had while calling on the trade, 
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*... enough time and effort is spent 


with each salesman to eall it highly 


personalized management, to teach 


the value of team work .. .” 


and the profitable and _ useful 
things my predecessor taught me. 

We are a small firm doing busi- 
ness in a sparsely settled terri- 
tory. We don’t have many pros- 
pects and cannot afford to miss 
too many. 

We work at knowing each sales- 
man intimately. We know his 
family, his hobbies, his likes and 
dislikes. We try to develop his 
natural talents without trying to 
remold him into something he 
wouldn’t like to be. 

Enough time and effort is spent 
with each salesman to call it 
highly personalized management. 
We persuade the obstinate and 


prod the bashful into a realization 
of the value of team work and 
trying hard. 

Training is a continuous proc- 
ess with us. We hold product 
knowledge schools in our cafete- 
ria monthly for our customers, 
combined with a dinner meeting. 
Our salesmen of course attend 
these. 

We have 12 sales meetings per 
year held on Saturdays. Four of 
these meetings are formal, lasting 
all day and expenses are paid. 
Eight meetings are termed Volun- 
teer Sales Meetings. Salesmen 
may attend or not, as they wish. 








No expenses are paid at volunteer 
meetings. 

The VSM has become almost an 
institution with us. No one wants 
to miss it. The price clerks, office 
manager, warehouse supervisors 
and buyers all attend. 

Sometimes we have one or two 
factory men at a VSM who are 
finished and away by 9:30 a.m. 
The balance of the time is allotted 
to the salesmen to discuss what- 
ever they wish. Buyers, managers, 
warehouse supervisors may be put 
on the pan and allowed to defend 
themselves. 

I am allowed 10 or 15 minutes 
for an institutional talk and we 
usually wind up with a _ tour 
through our warehouse. 


Quotas are realistic 


We also use professional sales 
trainers once or twice each year. 

At our quarterly or formal 
meetings the luncheon speaker is 
an investment counselor, a bank- 
er, an insurance counselor, a man 
from the highway patrol which 
breaks the monotony of day long 
product knowledge sessions. 

We use quotas for our salesmen 
which are as realistic as we know 
how to make them. Recognition is 
given for exceeding quotas. We 
report sales standings and results 
monthly to our salesmen in three 
forms which give more men a 
chance to appear at the top of 
the list. I write letters of con- 
gratulations to both the salesman 
and his wife for outstanding 
performance. 

We don’t go much for mottoes 
and canned sales bulletins. We do 
have one motto we use frequently. 
It reads “‘An envelope filled with 
orders requires no explanations.” 

Bulletins and letters are kept 
to a minimum, and are brief. 

Once I wrote and asked for 
suggestions as to how the house 
could help the salesmen. One 
salesman wrote that he thought 
the salesmen got too much mail. 

On another occasion I wrote a 
two-page bulletin to each man and 
in the middle of the second page 
I inserted this sentence “If you 
have read this far, let me know 
and I will send you a dollar.” It 
cost me only a single dollar. 

Realizing the difficulty of per- 


suading salesmen or buyers to go 
through a 50 lb catalog page by 
page in this busy world we have 
taken an about face and no longer 
try. 

Our salesmen are supplied with 
a check sheet which lists our ma- 


jor lines. They are requested to 
place this pad of check sheets on 
the desk or counter where they 
work, so they will be reminded to 
ask for business on all our major 
lines. 

Where possible this check sheet 


NWHA Makes Awards to Manufacturers 


\ 





John S. Stiles (right), president of NWHA, awards one of two bronze plaques 


to R. P. Gwinn, president of Sunbeam Corp., for “Appreciation of their 
contribution to the improvement of the manufacturer-wholesaler-retailer rela- 


tion ship 
awara. 


The second of NWHA's annual manufacturer awards was accepted by J. V. 


for 1959. NWHA selects two manufacturers each year for the 





Falcon, president and general manager, Savage Arms Corp. 
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is handed to the customer with 
the request that he mark lines 
that he wants checked by our 
salesmen for possible shorts. 


We find that this system makes 
up, in some measure, for the good 
old fashioned catalog selling that 
we fear has disappeared from the 
scene. 

We supply our men with what 
we call a “sales stimulator.” This 
is a folder produced in our print 
shop that fits the shirt pocket. It 
is 6 to 12 pages in thickness and 
is made up 1/3 in current items 
at a special price, 1/3 in regular 
merchandise, and 1/3 in slow mov- 
ing goods that need attention. 

Each item is illustrated and 
priced and the quantity on hand 
given. This is done in the hope 
that after the coffee has been con- 
sumed and the want list exhausted 
our representative will not be to- 
tally without something to sug- 
gest. If I should tell you some of 
the results that have been accom- 
plished with our “sales stimulator” 
you would say “That’s just an- 
other of those typical Texas lies.” 

When we are lucky enough to 
receive a visit from one of our 
customers it is my privilege to 


conduct him through our ware- 
house. I usually get a hollow feel- 
ing in the pit of my stomach when 
he sees several lines of items that 
he tells me he did not know we 
carried as he usually mentions he 
is buying that from someone else. 


We have recently started a plan 
which is helping to overcome this 
problem. We are using what we 
call a “line of the week” plan. 
This is a decorated sheet, head- 
lined with the name of the line of 
the week and carrying a short 
sales story. The sheet is provided 
with spaces for our salesmen to 
write in the names of the dealers 
they mentioned the line to and to 
indicate whether they sold the 
line or not. These sheets are re- 
turned to our office weekly. 


Frequently, when we have close 
out items rather than supply the 
entire list to all of our salesmen 
we pick 15 or 20 items and give 
them to one salesman informing 
him that he has exclusive sale of 
these items for a limited period. 
We follow up on this list, hoping 
to circumvent that “let the other 
guys sell it” or “it will all be gone 
before my orders get there atti- 
tude.” 


We use contests and bonus 
plans. We select factory plans 
when we think they are good and 
organize our own when no good 
ones are available. 

We employ a specialty salesman 
who works with our regular sales- 
man as well as working indepen- 
dently. Our sales promotion man- 
ager is an excellent salesman and 
when we are conducting a whirl 
wind campaign, he doubles as a 
specialty salesman. 

We have a merchandising plan 
which includes circulars, stock 
control, time payment financing, 
newspaper layouts, cooperative ad- 
vertising funds and special mer- 
chandise. 

We have tried to anticipate 
problems and situations our sales- 
men may have to face that could 
result in the loss of customer 
goodwill and even in the loss of 
customers. Our salesmen have 
been provided with typewritten 
instructions and answers to use 
in such situations should they 
need them. 

We try to persuade our sales- 
men to make a habit of doing the 
things the average salesman avoids 
doing because of laziness or in- 
difference. 





Selling Across the Board 


**..- 1f by leadership all our salesmen 


would sell across the board the in- 


crease in a profitable sales volume 


would be a gratifying surprise. . .” 


Here are three reasons why 
salesmen should give all lines sold 
by their house complete coverage, 
or aS we say in Tennessee “Sell 
across the board.”’ 

(1) Manufacturers are becom- 
ing more insistent that lines placed 
by them in the hands of hardware 
wholesalers bring in sales based 
on territory potentials. 
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(2) A successful salesman 
should want to make money, and 
a successful house with a fair and 
equitable commission arrangement 
should want its salesmen to make 
money. 

A salesman has a cost of doing 
business exactly the same as the 
house for whom he is‘ selling. It 
costs him approximately the same 





Atlantic City Convention 








by H. M. Davis 
President 
C.M. McClung & Co. 


Knoxville, Tenn. 


Here are newly elected officers and committee members of AHMA after election at Atlantic City. Seated, left to 


right: R. L. Waterman, Corning Glass Co., vice-president; John Gibson, Ill, McKinney Mfg. Co., president; Paul C. 


Nicholson, Jr., Nicholson File Co., vice-president. 


Standing, left to right: W. A. Schrade, Clemson Bros., Inc 


executive committee; E. J. O'Leary, Ruberoid Co., executive committee: Wm. H. North, Ferry Cap & Set Screw 


Co., vice-president. 


to work a town and do a fair job 
on some of his lines as it does to 
“sell across the board.” 

Thus, a salesman on commission 
has more net earnings as he in- 
creases his sales without an ap- 
preciable increase of expense, and 
the house has more sales and profit. 

Thus our conclusion that what- 
ever means are necessary to im- 
prove a sales program to effect 
complete coverage are justifiable, 
and if successful will increase sales 
and earnings. 


(3) Many of the items success- 
fully sold by only a portion of the 
sales force are the most desirable 
items in the catalog—bear a bet- 
ter margin of profit; weigh less per 
dollar value, thus costing less for 
transportation both in and out— 
and cost less per dollar value to 
handle physically through the 
plant. 


That very desirable and elusive 
will of the wisp known as net 
profit after taxes could well de- 
pend on the penetration into over- 
all sales of these higher profit 
lines. 

If you have not listed your main 
lines and established a system of 
sales by salesmen on these main 
lines, we recommend that you do 
so at once, and predict that you 
will be surprised at the results 
shown by these records. 

Currently we find that on prac- 
tically every one of such lines, 
even those where our company is 
doing a commendable job, 20 per- 
cent of the sales force is making 
50 percent of the sales. 

The bright spot in all this is 
that we have checked on some older 
reports and find that our effort 
toward securing increased cover- 
age on main lines from an increased 
number of salesmen has already 


brought about improvement. In 
fact, we can point to a period not 
too far back when 20 percent of 
our sales force was selling 60 per- 
cent of the lines in question. 

With further use of such data, 
and by application of some of the 
procedures to be mentioned later, 
we know we can gradually improve 
this condition, and we feel that we 
must improve it. We might add at 
this point that such information as 
we have gathered—who sold what, 
etc.—shows the very interesting 
fact that a man who leads the sales 
on one line may be way down the 
list of salesmen on another line 
and vice versa. 

This whole thing resolves itself 
down to this simple fact. If, by 
leadership from those responsible 
for their direction, al of our or 
vour salesmen would “sell across 
the board” as well as some of our 
or your salesmen, the increase in 
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profitable sales volume would be a 
very gratifying surprise. 

Here are some of the things 
which, in addition to first arrang- 
ing a system of records to show 
who is selling what, can be done 
to assure more sales per salesman 
of more lines. 

Be sure cataloguing on such 
lines is good and that illustrations 
are clear and descriptions complete 
and in simple language easily un- 
derstood by the most inexperienced 
of salesmen. 

The hardware wholesaler’s cata- 
log is his text book, and it is nec- 
essary that the knowledge con- 
tained therein be transposed into 
the minds of salesmen and con- 
verted into material for selling. 


This can be accomplished by dem- 
onstrations, special letters and bul- 
letins, more educational general 
sales meetings, dealer shows, and, 
if the line is important enough, 
special meetings. 

Even the best sales force has 
some members who are not overly 
enthusiastic about carrying sam- 
ples. To offset this, samples should 
be judiciously chosen and should 
be plainly marked with pertinent 
information and selling prices and 
sent to the salesman in such shape 
that he can carry the sample and 
show it with a minimum of 
trouble. 

To make sampling effective in 
“selling across the board,” a rec- 
ord should be kept of all samples 


showing performance from each of 
the salesmen who receives the 
sample. We have developed a rather 
simple plan to check sales by each 
man on all samples sent out, and 
find that it has helped a great deal 
to get more men selling more 
things. 

Circularizing customers through 
invoice stuffers or special mailings 
sometimes will cause a salesman to 
accidentally sell from certain lines 
previously neglected by him. 

We feel that a great deal can be 
accomplished toward solving this 
problem by effective cataloguing, 
good record keeping, education, 
controlled sampling, customer con- 
tact through stuffers, etc., and 
enthusiastic leadership. 


How to run a meeting 





by Joseph Sloss, Jr. 
Vice-president 
Sloss & Brittain 
San Francisco 


Our program of general sales 
meetings comes from an analysis 
of just what we hoped to accom- 
plish. When we recognized that we 
were spending approximately $10,- 
000 every time we held a formal 
sales meeting the necessity of ana- 
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“... if we send our men back to their 


territories with renewed desire to do 


a job we have accomplished our mis- 


sion and the money has been well 


spent...” 


lyzing what we were doing became 
apparent. 

This $10,000 is made up of direct 
costs, salesmen’s time off the ter- 
ritory, executive and managerial 
time in preparation, and a myriad 
of other costs. 

Since we demand that our sales 
force gives up what must certainly 
average over a full day in selling 
time and consequent loss in earn- 
ings, as well as the expense of 
travel and a nights lodging away 
from home, it long since behooved 
us to give salesmen a decent return 
on their investment. 

The objectives of a sales meeting 
are: to impart product knowledge 
and to instill enthusiasm. 

If we send our men back to their 


territories with renewed desire to 
do a real job, and the information 
they must have to get that job 
done, we have accomplished our 
mission and the time and money 
have been justifiably spent. 

A successful sales meeting re- 
quires a vast amount ef advance 
planning. 

Weeks before, dates must be se- 
lected which will least interfere 
with important selling time or will 
effectively inaugurate an impor- 
tant selling season. We hold gen- 
eral sales meetings between Christ- 
mas and New Years, and about 
the third week in August. During 
the holidays, we discuss spring 
merchandise and spring selling 
programs, just as we concentrate 





Atlantic City Convention 





on gift selling and the fall season 
in our August meeting. 

The subjects to be discussed de- 
mand careful consideration and 
sifting. We try hard not to be 
influenced by any manufacturers’ 
desires or insistence even when ac- 
companied by offers which would 
defray our over-all costs. The time- 
liness of a subject is much more 
important. 

Such factors as new products or 
lines, or new programs in old lines 
influence our decision as to the 
selection of subjects. We are also 
swayed by the length of time since 
we have had a particular product 
on our programs. 

We deem it most important to 
offer variety since we are aware 
that no matter how hard we try, 
we cannot interest all men in every 
subject. We were amazed at the 
variety of responses received in 
answer to a questionnaire after a 
recent sales meeting in which we 
asked the men to list first, second, 
and third choices of the most and 
least interesting matters brought 
before the meeting. 


Pick a good speaker 


The next decision is who is to 
present the subject. Not all men 
are equally effective at speaking 
before others. In fact, it is un- 
fortunate that very few men can 
present a subject interestingly and 
enthusiastically. 

The selection of the speaker is 
as important as the subject. We 
analyze the factory representatives 
carefully. We are influenced by the 
importance of the line to our com- 
pany. If a man can’t handle the 
job we don’t let him try, or severely 
limit his time and the scope of 
matter to be covered. 

One of the most effective devices 
we employ is to break up our meet- 
ing into small groups. 

Originally, we used this system 
because we were convinced, and 
still are, that many of our own 
people, as well as factory per- 
sonnel, speak more effectively be- 
fore small groups informally than 
before large groups with podiums 
and microphenes. If you can break 











Forty and Under Breakfast Hosts Wives 


More than 85 young hardware wholesalers, association officers and their 
wives met at the Forty and Under Breakfast, Oct. 5 sponsored by NWHA 


and NASMD. There was an especially large turnout for this year 
because, for the first time in club history, member's 


up your meeting into groups of 
not more than 12, you will be sur- 
prised how many more effective 
speakers you have in your organi- 
zation. 

An important corollary advant- 
age will be the interest and par- 
ticipation of virtually all members 
of the sales force. No longer do 
we have five or six men asleep, 
or very close to it, at the back of 
the room. 

Put everyone around a table and 
speak as a part of the group. Then 
all present will have access to the 
sample under discussion at the 
time that it is pertinent to the 
discussion. 

The disadvantage of the group 
meeting is that the same subject 
must be discussed three, four, or 
even five times to cover the whole 
personnel. For this reason, we 
limit attendance to salesmen and 
sales trainees rather than open the 
door to everyone. However, the ad- 
vantages so outweigh the disad- 
vantages that we hesitate to dis- 
cuss any subject in a general 
meeting that can be handled in a 
group. 

We are strongly in favor of hold- 
ing sales meetings in a first class 
hotel. Only about 15 percent of 
the cost of a sales meeting can be 
directly attributed to where it is 
held. The rest is in time, planning. 


event 


wives were invited. 


lost sales, etc. If this be true, what 
can be saved by using a third rate 
hotel or having lunches sent in 
to your own warehouse? Certainly 
the whole 15 percent can’t be saved 
and probably we are talking in 
terms of 5 percent. 

We go whole-hog, first-cabin be- 
cause we are convinced that it 
means something to our personnel. 
They go back on the territory and 
are proud of the firm they are as- 
sociated with. They tell their wives 
and their customers. Salesmen rec- 
ognize that while it cost them 
something to come to the meeting 
their company made a contribution 
as well... Some of them see the 
dinner bill. It is big. Salesmen are 
not normally a closed-mouth group 
so the size of it gets around and 
the bill doesn’t get any smaller. It 
is our object to make salesmen so 


proud they will forget on just 
which lines we cut their com- 
mission. 


Speaking of wives, bear in mind 
that large corporations carefully 
cultivate and investigate the wives 
of executive and prospective execu- 
tive personnel. Several years ago, 
we asked all salesmen to bring 
their wives to a particular segment 
of a sales meeting. While we are 
not looking for country club ac- 
ceptability, the enthusiasm gener- 
ated by the little woman can be 
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the difference between a_ great 
salesman and an indifferent one. 
We are not certain how many 
great salesmen we created that 
night, but we don’t think we hurt 
anything. In a year or so we'll do 
it again. 

The selecting of dates for a sales 
meeting is a difficult one, particu- 
larly at times other than over the 
holidays. For our August meeting 
we schedule Friday and Saturday 
sessions. 

Starting at 9 o’clock Friday 
morning we carefully schedule in- 
dividual meetings with each non- 
local salesman for 5 to 20 minutes, 
depending on what we suspect the 
situation requires. This meeting is 
for the discussion of personal prob- 
lems of the individual with the 
sales manager and the president of 
our company. We discuss goals, 
achievements, accomplishments and 
unfortunately, the reverse side of 


the coin as well. It gives us a 
chance to go over six months of 
results and to investigate personal 
matters which in the hurry and 
bustle of such times might not be 
covered and would necessitate an- 
other trip by the individual. We 
have found this time to be most 
appreciated by the men, and most 
valuable for us. 

After four such hours, the trials 
and tribulations of some 16 to 20 
men can be laid out on the table 
and it is time for a respite before 
the formal meeting begins. 

Our last meeting started at 2:30 
o'clock on Friday afternoon with 
a half hour orientation and organ- 
ization meeting for salesmen only. 

Since there were going to be 
some 70 people at the meeting, we 
handed out badges. Sure, we are 
a smal] firm. But we have turn- 
over like everyone else. When I can 
just barely keep the new faces in 
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mind just think what a problem 
it is for the man who has been 
with us for fully one month. 

The gathering was to outline 
what we hoped to accomplish in the 
meeting to follow. We discussed, 
as well, any departures from past 
meetings. Like the coaches pep talk 
before the big game, we sent the 
gang out to do their best. 

There followed three group ses- 
sions after which we had a half 
hour general session. It was at 
this latter session that all inter- 
ested personnel was included. It 
is our “togetherness” group, if you 
will, during which management 
discusses business conditions and 
where we think we are going in 


Officers of the National Wholesale Hardware Association 


Officers and committee members of NWHA. Seated, left to right, Judge F. Anderson, 
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executive committee; 
John S. Stiles, advisory board: H. L. Thompson, Jr., vice-president; Howard W. Price, president; James P. Townley, 
vice-president; Joseph Orgill, Jr., executive committee; Charles L. Hildreth, advisory board. Standing, left to 
right, Thomas A. Fernley, Jr., managing director; Henry J. Allison, William A. Parker, advisory board; John W. 
Sheffield, W. E. Smith, N. F. Luekens, R. C. Lenfesty, ex2cutive committee; R. Bruce Wall, secretary. 








the immediate as well as the long 
term future. 

After this we had cocktails for 
all, in fairly regulated amounts 
and a first class dinner. 

If we had a movie, or slides, or 
a canned speech of any kind, we 
would have put it on right after 
dinner. It is a time for the more 


relaxing type of presentation 
rather than the specific requiring 
strict attention. 


As a matter of fact, we went 
directly back into three more 
groups sessions adjourning for the 
night at 10:30 p.m. This hour, by 
the way, is about as late as we 
like to go. 





Saturday morning we again had 
three group meetings, followed by 
lunch which is a time for saying 
goodbye’s and speeding the parting 
guests. 

One of our first jobs Monday 
morning is to get out a rather com- 
plete resume covering all matters 
which were brought up the previ- 
ous Friday and Saturday. 


A Plan for Our Catalog Standards 





A real break-through has been 
made which will result in our pro- 
gram of catalog material develop- 
ing much, much faster. 

From the time our program 
came out in 1955 we have had in- 
creasing evidence that once it is 
generally accepted and used it will 
definitely do all of the things 
claimed for it. 

In our original presentation we 
claimed considerable savings both 
for the manufacturer and for the 
wholesaler, and I believe time has 
proved this to be correct on both 
counts. 

For several years it has been ap- 
parent that the major bottle-neck 
was not the desire of wholesalers 
or manufacturers to cooperate, 
but the inability of many manu- 
facturers who genuinely wished 
to cooperate to have material pre- 
pared for them at a reasonable 
price, by people who understood 
our industry and its needs. 

I have received many letters 
over the last two years about this 
particular problem and last year 
our committee met to see what 
could be done to locate a source 
where such material could be pre- 
pared cheaply, quickly, and cor- 
rectly. 

Not too long after this meeting, 
but operating independently, one 
of our old friends in the printing 
business, seeing the great advan- 
tage of working with the hardware 
wholesaler and manufacturer on 
a program to improve catalog pro- 
duction, has developed a service 
to provide this material for us. 

Your catalog committee and 





by Richard F. Becker 
Chairman 

NWHA Committee on 
Catalogs and Vice-President 
and Secretary 

Ohio Valley Hardware Co. 


Evansville, Ind. 


your association executive com- 
mittee believes that this plan has 
merit. It falls within the objec- 
tives of our committee’s work and 
merits the approval of the asso- 
ciation. Official approval of this 
plan has been given by your ex- 
ecutive committee. 

This program contains the final 
ingredient necessary to get results 
quickly, namely a source of prep- 
aration of the material we want, 
combining printing knowledge in 
both letter press and offset proc- 
esses with copywriting knowledge 
peculiar to hardware industry. 

In other words, it is a source to 


which the manufacturer can turn 
to have the material prepared 
which he wants to prepare, have 
it prepared right, and at the 
proper price. It must be under- 
stood here that your committee 
does not consider its approval to 
be an exclusive approval. Other 
programs could be _ submitted 
which might equally be approved. 

Our approval merely states that, 
in the opinion of the catalog com- 
mittee and the executive commit- 
tee, this program, as proposed by 
North American Press, is in line 
with the objectives of our Catalog 
Committee program. We feel it 
to be of considerable merit and 
value to our industry. 

Basically, the plan is to furnish 
to wholesalers who have their own 
catalog equipment snitable repro- 
duction proofs of all hardware 
products. North American Press is 
setting up a special catalog ser- 
vice division whose prime func- 
tion will be to offer this service to 
wholesalers and manufacturers. 

If the manufacturer does not 
have suitable reproduction proofs 
in accord with our catalog stand- 
ards, North American, at reason- 
able rates, will prepare these for 
him for his full line and also for 
each additional item as it is de- 
veloped in the future. 

A mailing service will be pro- 
vided to subscribing wholesalers 
so that automatically all new 
items are distributed without the 
need of special correspondence be- 
tween each wholesaler and each 
manufacturer on every item. 

Catalog Service Division will 
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furnish to each wholesaler a large 
loose-leaf binder each year to hold 
the monthly mailings of reproduc- 
tion proofs. Divider index sheets 
will be furnished for each month 
to separate the page proof for 
ready reference. 

Each year, a new proof binder 
will be furnished so that a per- 
manent file will be built up in each 
wholesaler’s place of business. All 
material is carefully indexed so 
that it can quickly be found by 
the wholesaler. 

This index will be furnished in 
“a ring type binder, and the index 
revised at the start of each year 
to keep it easy to use. The whole- 
saler, therefore, would have an 


organized file of information 
properly indexed and automatical- 
ly kept current as new items are 
added to each manufacturer’s line. 

In addition, two extra sets of 
proofs will be furnished each 
wholesaler for his clipping file. 

From the manufacturer’s point 
of view, I know from the cost 
sheets I have seen that the cost 
to the manufacturer on an item 
basis will be far less than a num- 
ber of manufacturers are now pay- 
ing. In addition, the burden of 
distribution will be lifted from 
them with regard to new items, as 
these will automatically be dis- 
tributed. 


Current Trends in Steel 





by Irwin H. Such 
Editor-in-Chief 
Steel 

Cleveland, O. 


We now are on the threshold of 
a new decade that some people call 
the soaring sixties. Others call it 
the fabulous sixties. I think it also 
should be called the competitive 
sixties. 

To bring the current picture into 
better focus, let’s take a look at 
the longer-term future: 

The United States today has a 
population of 178 million people. 
By 1965, it will have 196 million 
and by 1970 about 220 million. 

Family formations, along about 
1963, will reflect the wartime baby 
boom. It means we will have 56 
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households by 1965 or 4 million 
more than we have today. Another 
5 million households will be formed 
between 1965 and 1970. 

As a result of this explosive 
growth, the economists predict that 
in terms of 1958 dollars our gross 
national product or total produc- 
tion of goods and services in 1970 
will be two thirds larger than it is 
today. 

In 1960, the GNP will cross the 
half trillion mark for the first 
time. By 1965, it will be up another 
100 billion to $600 billion. By 1970, 
it will be $725 billion. 

Now, lets take a look at the 
more immediate situation in steel: 

The industry has capacity of 
about 150 million tons a year or 
12.5 million tons a month. 

It will take about 30 days for the 
industry to get up 90 percent of 
capacity after the strike ends. 

You can write off October as a 
full production month. The chances 
are, however, with an October 15 
resumption date, production will be 
5 million tons. This would compare 
with only 1.5 million tons each in 
August and September. 

In November and December pro- 
duction should be 10 to 11 million 
tons a month. Therefore, it will be 
on the safe side to figure on 25 
million tons of ingots in fourth 
quarter. 


Arthur L. Faubel 
Secretary-treasurer AHMA 


Steel Ingot Production—1959 
(Millions of Net Tons) 
First Quarter 
Second Quarter 


First Half 
Third Quarter 
Fourth Quarter 


Second Half 


Year—1959 97.4 


Thus, production this year will 
be about 138 million tons larger 
than in 1958 but 15 miilion less 
than in 1955, the industry’s best 
year. 

It will take about six weeks to 
get the finished steel shipping rate 
back to capacity after the steel 
plants start up. Thus, there will be 
a continuing shortage of steel for 
some weeks to come. 

Currently, the supply of finished 
steel in the hands of consumers 
is estimated at 12 to 14 million 
tons compared with 26 million tons 
on July 15 when the strike started. 
Steel service center stocks are down 
to 2 million tons from 3.7 million. 
due to the strike, of 
course, will never be recovered. 

Through last week, they added 
up like this: 23.5 million tons of 
steel ingots, $2.5 billion in steel! 
sales, $853 million in wages and 
$540 million in taxes. 

It looks as though the combina- 
tion of replenishing inventories and 
good business generally will make 
1960 the best year for the steel 
industry on record. 


Losses 





Activities of the Association 





by Thomas A. Fernley, Jr. 


Managing Director 
NWHA 


May I call your attention to the 
editorial in the Sept. 24th issue of 
HARDWARE AGE and the article be- 
ginning on p. 49 in that issue. 

This editorial in a very forth- 
right and definite manner directs 
attention to the indispensability of 
the wholesaler of hardware and the 
fact that his elimination would also 
mean that many, many dealers 
would be forced out of business 
for lack of an adequate source of 
supply. 

Editor Bill Phair directs atten- 
tion to the fact that bad news is a 
constant source of conversation. 
While manufacturers merge or are 
liquidated, there isn’t as much talk 
about it as about the liquidation 
or merging of wholesalers. 

Mr. Phair goes on in his editorial 
to suggest that wholesalers are 
missing a bet. We concur. 

In our News Bulletin, we have 
urged members to send to the trade 
press and to newspapers and mag- 
azines read by the trade, important 
developments within their com- 
panies. Competitive types of oper- 
ations are doing just that and it is 
not enough to sit by and watch 
articles in the trade press. 

As Mr. Phair states, and he 
should have the background for 
such a statement, a good public 
relations program does not require 
an expensive publicity staff. He 
then suggests that members’ sales 
and promotion departments should 


do the job because “wholesalers 
have a powerful story to tell.” 

“Don’t feed the weeds” was the 
subject matter of an advertisement 
I saw recently and it made an im- 
pression on me immediately as I 
reflected on some of the problems 
confronting wholesalers today. 

One way of separating the wheat 
from the chaff is to obtain a clear, 
concise but complete statement of 
the manufacturer’s sales policy. 

Why should the Wholesaler buy 
on the basis of information which 
is not fact? His capital, his time, 
his catalog, his salesman’s efforts 
are expended for naught. 


Another approach is the knowl- 
edge gained from your observing 
the types of outlets that handle a 
line in your territory. 

Thirdly, is the gross margin ade- 
quate considering the item, the 
quantity the retailer purchases, re- 
packing, the turnover, the invoice 
line value, etc.? 

We need to take a firm stand. We 
need to recognize and patronize 
our friends. We need to pare the 
deadwood no matter how attractive 
the bark looks. This, of course, 
must be done individually, not 
through group action. But it must 
be done. 


Report on Co-Operatives 








by H. L. Thompson, Jr. 


Co-Chairman 
NWHA 
Committee on Co-Operatives 


and 


President 
The Bostwick-Braun Co. 
Toledo, O. 


The subject of taxation of co- 
operative wholesale firms is com- 
plicated. Misconceptions about it 
are astounding. 

Our position on this question is 
simple. We believe that all firms 
in a competitive market should op- 
erate under the same tax responsi- 
bilities. It is obviously unfair 
when cooperatives are allowed tax 
free accumulation of earnings. 

We don’t want to put anyone 
out of business. The cooperatives 
have the right to rebate their 
earnings. But cooperatives are re- 
bating before taxes. How would 
you like to be able to put into your 
working capital all the taxes you 
paid on earnings over the last five 
years? 

This November the Ways and 
Means Committee in Congress will 
confer with tax experts and then 
will hold open hearings. After the 
committee has carefully studied 





the situation I am sure it can 
bring out a better bill. 

You can help by seeing your 
congressman when he is home 
from Washington. We will let you 
know when the time is suitable so 
you can contact your congressman 
again. Personally I think more 
trips and contacts with Washing- 
ton are needed and I hope you will 
respond when we ask you to go to 
or contact congressional leaders in 
the capital. 

We work with the Tax Equality 
Association to further our con- 
tacts in Washington. I want to 
thank you for your support of this 
activity. 
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Distributors Look at the Future 





Diversification? 


We cannot use diversification of 
inventory as a cure of fundamental 
ills of wholesaling. If we are not 
performing now our functions at 
less cost, if we are looking for an- 
other “out” to get by, diversifica- 
tion then is not the answer, and 
could be disastrous. 

Therefore, we must choose new 
products that fulfill the needs of 
our existing customers; products 
that can be sold by the salesmen we 
now have. In such a way the over- 
head of our business can be more 
fully utilized without 
crease. 

C P C:—-Customers—Products— 
Customers. We have customers; we 
sell them new products. The new 
products, then, bring in new cus- 


much in- 


by John Vorys 
Vice-president 
Vorys Brothers, Inc. 


Columbus, Ohio 


tomers. A cycle without end, limit- 
ed only by money. 





President 
A. B. Lewis 
Palmer-Donavin Mfg. Co. 
V ice-Presidents 
Robert W. Mason 


Marathon Equipment & Sup- 
ply, Ltd. 


*Noel E. Girard 

Girard Steel Supply Co. 
Executive Secretary 

Thomas A. Fernley, Jr. 

Philadelphia, Pa. 
Secretary 


R. Bruce Wall 


Philadelphia, Pa. 
Executive Committee 


1960 


Conner Clapp 
Conner Mfg. Co. 
A. M. Roberson 


C. M. McClung Co. 
1961 


Munroe Best 


W. H. Best & Sons 


James F. Klein 
Kinsner Supply Co. 





Officers of the 


National Association of Sheet Metal Distributors 


Elected at Atlantic City, N. J., Oct. 6, 1959 


*Newly elected 


1962 
W. O. Schoedinger 
FF. O. Schoedinger, Inc. 
*Orin J. Lockwood 


Binghamton Hardware Co. 


Advisory Board 


F. O. Schoedinger 

F. O. Schoedinger, Inc. 

A. J. Becker 

Ohio Valley Hardware Co., 
Inc. 

Eugene Foley 

Bayonne Steel Products Co. 

A. M. Vorys 

Vorys Bros., Ine. 

John P. Speck 

Tiffin Art Metal Co. 

Ray P. Farrington 

Potts-Farrington Co. 

Alexander Thomson 

Tanner & Co. 

Lee J. Haines 

E. E. Souther Iron Co. 

Roger K. Becker 

Ohio Valley Hardware Co., 
Inc. 
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Is diversification the answer? 
Maybe anti-diversification is more 
of an answer. It might do more 
good to examine some of our prod- 
ucts and customers and see if we 
are selling at a profit. We may 
find isolated customers buying iso- 
lated products; in these sales the 
gross profit may not equal the ex- 
pense. 

The taking on of a new product 
for its own sake is no answer to 
our business well-being. If we are 
performing our distributor func- 
tions properly, the C P C system of 
diversification can then mean: 
Lower costs, top profits and then 
business contentment. 


Future sales outlets 


by John Y. Petrie 
General Manager 
Famous Furnace Co. 


Cleveland, O. 


Our sales outlets are changing 
in many respects. One new twist is 
selling to home improvement out- 
fits. made to a wide 
range of types of operations from 
the well established contractor on 
down. The distributor, in this case, 
must survey the job, secure an in- 
stalling sub-contractor and bill his 
customer for material and labor. 

The service made necessary here 
brings us one step closer to being a 
dealer rather than a wholesaler. 

Another change affecting our op- 
erations is the increasing number 


Sales are 





of part time contractors working in 
the fringe areas of larger cities. 
These men work on regular jobs 
daily and then do heating and sheet 
metal work at night and on week- 
ends. They are causing problems 
for legitimate contractors because 
part timers can undercut prices on 
jobs. Frequently the job is unsat- 
isfactory and the warm air heating 
industry gets a black eye. Our op- 
erations will need ways to combat 
this problem. 


Wholesaler's Future 


by Noel E. Girard 
Girard Steel Supply Co. 
St. Paul, Minn. 


The service wholesaler makes it 
unnecessary for the retailer to 
maintain large slow moving stocks. 
The wholesaler takes care of ware- 
housing, delivering exact items as 
needed in sizes, colors, models and 
assortments required by the re- 
tailer. The wholesaler makes it 
possible for the retailer to turn his 
capital investment several times a 
year enabling the retailers to work 
on a lower profit margin and hold 
down the price to the consumer. 
Eliminate the service wholesaler 
and you will eliminate millions of 
small business men so vital to the 
economy of our country. 

The result of wholesale distribu- 
tion is so widely seen and enjoyed 
that it becomes almost common- 
place. Mass prduction and mass 
distribution must work hand in 
hand. 

Direct selling may be satisfac- 
tory during periods of sellers mar- 
kets when selling is easy and highly 


profitable but with the present 
lower profit and highly competi- 
tive situation manufacturers are 
finding it necessary to secure ade- 
quate and efficient distribution. 

That is why, today, so many 
manufacturers are so vitally inter- 
ested in wholesalers, they are dis- 
covering that direct selling is the 
more expensive method of distribu- 
tion and that the wholesaler can 
and does provide an efficient dis- 
tribution service more economically 
than any other way. 

Through the wholesaler’s ware- 
house flows the products of many 
manufacturers. His salesmen call 
regular—on the trade in his area 
making sales offerings of many 
different items. This group econ- 
omy is reflected in deliveries made 
over short distances combining 
many small orders into a practical 
assortment of complete stock. The 
service wholesalers office proced- 
ures, invoicing and pricing methods 
are also simplified. 

More efficient selling and greater 
selling is essential if increases in 
national sales in this country are 
to be continued. The modern service 


wholesaler is equipped with effi- 
ciently designed facilities, trained 
staff and a streamlined organiza- 
tion to best meet this need for 
efficiency and economy. 

People and businesses can be 
eliminated but not the wholesaling 
function or its costs. Some types 
of products may best be sold di- 
rect from manufacturer to retailer 
or consumer but the wholesaling 
cost is not eliminated. These whole- 
saling functions must be preformed 
by either the manufacturer or the 
retailer and the costs absorbed. A 
good wholesaler’s delivery system 
is efficiently planned to furnish 
maximum service at minimum cost. 

The wholesaler’s activities rep- 
resent expense to him. First he 
must purchase the goods he sells. 
He must bear the transportation 
cost to get the goods to his ware- 
house. The wholesaler must pay 
various costs of possession such ag 
taxes, insurance, handling and rent 
as well as delivery expense. The 
wholesaler must maintain an office, 
display room and sales organiza- 
tion. He has administrative ex- 
pense, financing, advertising and 





Liberty Group Meets in Atlantic City 


“How to help hardware dealers compete” was the theme of the meeting 
of Liberty Group wholesalers held Oct. 3 in Atlantic City just before the 


convention. 


Three new wholesalers joined the group. They are Bluefield Hardware 
Co., Bluefield, W. Va.; Schlatter Hardware Co., Ft. Wayne, Ind.; and 
Billings Hardware Co., Billings, Montana. The group now represents 
more than $265 million in annual sales volume at wholesale, according 
to Robert C. Vereen, managing director. 

Plans for the Spring consumer circular were discussed. An increase 
of 38 percent in distribution was reported for the Fall circular. 

A new display for the Trustworthy Twist-Lock was introduced. The 
display fits existing Trustworthy displays in more than 3300 retail stores. 

The new merchandising and packaging program was discussed for the 
Dainty Maid line of traffic appliances priced to sell competitively and at 


a profit to the dealer. 


The Bargain Item-of-the-Month Committee met to select traffic-building 
items for dealers through next August. 





Atlantic City Convention 





market research expense. The va- 
rious costs the wholesaler has all 
create value, add value to, and 
must be reflected in, the final price 
of the product to the consumer. 


We measure performance 


by Harold W. Squire 
President 

Tiffin Art Metal Co. 
Tiffin, O. 


This yvear we published our first 
personnel policy manual. 

Our newest management 
are job evaluation and merit rat- 
ing. Psychologists tell us that 
money isn’t the most important 
item that keeps an employee happy. 
| believe most authorities agree to- 
day that job satisfaction is far 
more important. 

Regardless of what you are pay- 


tools 


ing an employee, you had best have 
some real good 
job pays one amount and another 
employee is making more. You had 
better have some real good reasons 
why Joe got a raise and Bill didn’t. 
The easiest way to have job dissat- 


reasons why his 


isfaction is to have an employee 
feel he’s been forgotten when the 
raises come around. 

I’d be the first to admit that job 
evaluation and merit rating are not 
scientific in the terms of mathe- 
matics, but we believe they are a 
far step ahead of granting in- 
creases because of the number of 
dependents or because one employee 
found out another one got a raise. 
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Pro Distributors Meet During Convention 


; 2 


The Pro Distributors group met Oct. 4 during the convention in 
Atlantic City to discuss a number of new projects. The group plans to 
expand its private label program. The group buying concept was also dis- 
cussed at some length. Emphasis was on certain basic items which lend 
themselves to advantageous group purchases. 

A catalog covering items now in the group buying program was dis- 
tributed to members. The meeting also discussed a new monthly ad mat 
service which will be made available to dealers by the group’s members. 
Various new buyers’ information services were also explained to members. 

Here are members of the Pro distributors group at their meeting. 
Seated, left to right, E. F. Hammond, Decatur & Hopkins Co.; M. G. 
Kimball, Rose, Kimball & Baxter; U. J. Kuhre, Strevell-Paterson Hdwe. 
John Berryman, Pro Distributors headquarters; Paul Cosgrave, 
president, Pro Distributors; J. T. Samuel, Wickliffe Wholesale Co.; F. 
W. Heitmann, Heitmann, Bering & Cortes Co.; R. E. Young, M. S. 
Young & Co.; R. Alderson, W. A. L. Thompson Hdwe. Co.; Edward 
Henry, P. A. & S. Small Co. Standing, left to right, J. Holzer and Walton 
Hicks, Jr., I. W. Phillips & Co.; R. L. Baxter, Rose, Kimball & Baxter; 
Alan W. Hyman, Seller Bros. & Co.; G. H. Norsworthy, Schoellkopf Co.; 
W. G. Earnest, H. J. Lasky, H. R. Stein, Whitlock Corp.; C. H. Gerhart, 
M.S. Young & Co.; D. L. Lasky, Whitlock Corp.; J. O. Bupp, P. A. & S. 
Small Co.; Lyle Wilmot, Pro Distributors headquarters. 


[a.: 





Smith Addresses Young Manufacturers 


‘ hae W. E. Smith, Oklahoma Hard- 
F ee ware Co., was guest speaker 
| at the semi-annual meeting of 

the 40-Under Club represent- 

ing manufacturers. The club 
elected these officers: Thomas 

B. Andrews, Southern Screw 

Co., president; Herbert S. 

Callahan, Atlas Tack Corp., 

vice-president; and Charles E. 

Smith, Hardware, 

secretary-treasurer. 
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EXPLANATORY NOTE OF PRICES able of al 
Items 1, 2, 3, 4 and 6 represent dollars per gross ton 
(2240 lbs.) 
Item 5 represents dollars per net CWT (formerly y 7 


quoted per gross ton). 
Items 7 to 19 represent dollars per hundred pounds. 


e 
Item 20 represents discounts from price list which Used in the manufacture of Har 
would need to be consulted. 
From 1899 to 


en Note: Prices under the heading “March 21, 1919,” and th 
U. S. Steel Corp.’s prices (to which they adhered strictly) and 

lowed by the independent mills. Two sets of prices are shown for § 

Ru Note: Hardware Age presents herewith the revised 1959 edition of the Table of Market markets prevailing on certain steel items. In such instances the upp 

, ; the one adopted by the U. S. Steel Corp. and the other pri indica 

Values of Iron and Steel, Wire and other Metals Used in Hardware Manufacture. The editors 7 , : ghenProete 


market. These two markets were caused by the Steel Corp. maintaini 
of Hardware Age express their appreciation to Oliver Brothers, Inc., compilers of this data, for March, 1919, while the outside market was regulated to a considerablé 


permission to publish this chart. 











Attention is particularly called to the long price movements start 
July, 1917, to points that were peak ones on most items until recentl 
with or fixed by the Government on a majority of these items. The str 
the Armistice. Then there was a “marking time” or gradual easing o 


Col. No. 13 15 16 18 19 23 





Price ; ; . : : July Jan. ;, | an. , i The Peak y |Mar. 21) Dec. . | Dec. | April ; , Mar. 
Material Based, 1900 i908 1910 July 1919 | 1919 1922 | 1923 | 1933 
F.O.B. 1917 See Above | | 


*Note = —_ la saan 


Pig Iron, Basic Youngstown , 14. 50 |—6©16.88 ; , , : — oan : 25.75 | 34.30 24.90 | 31.00 , ; , 13.50 


| - 
Foundry Pig Iron, No. 2......Chicago : : : : 17. 60 | 19.00 : , , ' :, a ™ , 27.26 | 37.30 ;, 28.41 , : ; 15.50 


Bessemer Pig Iron Pittsburgh 16. 90 19.90 ; j 87. High $6.95 27.95 | 36.30 29.95 ’ 15.00 


Steel Billets, Bessemer... . Pittsburgh , , ;' ; ; .00 | 27.00 ; ‘ : ' i ™ ; 38.50 | 38.50} 36.55 26 .00 


Wire Rods Pittsburgh .60 | 26.00 | 39. .00 | 33.00 | 24. | : | 00 | Hich & || 67.00 | 62.00 | 62.004] 528% | 46.26 | 60.00 | 45. 3.00 | 42.00 | 35.00 


Heavy Steel Scrap........... Chicago : ; , , .60 | 16.50 , : 35.50 . 16.05 | 21.66 17.44 , ; 5.00 
Merchant Steel Bars... . . . Pittsburgh ; ; ' 1.40 1.48 ' 1 es) S. 2.35 | 2.36 2.00 1.60 | 


Tank Plates 7 , | ) 170} 1.60| 1.65 | 1. | : 36 (Hie 1900) 3.25 | 2.65 | 2.651] 533 | 2.00] 2. | , 90 | 1.60 


Structural Material........ Pittsburgh | 2. | | , | am) asl am] al 3 , 60 |, 4.) 3.00/ 2.45 | 2. S| 2.00 


Steel Sheets, No. 24 Black. Pittsburgh | 3. : | : 16 | 2.10| 1.65) 2.07] 1. | High 875) 4 . | . 3.10 
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1.60 
Ave. 7.75 


2.85 | 2.00 
Steel Sheets, No. 24 Galv. . Pittsburgh | 10 | 3.05 | 3. 40| 2.97] 2. . 50 fHich 1050) 5, , 20+} $2%,,| 3.86 | 4.8235, 3.80 | 3.86) 3.60| 2.60 | 
Barb Wire—Galv.......... Pittsburgh | 3. | | | 45 | 2. 3 85 | 2.16} 1. , 05 |, Haba | 4. | | 10 | 3.36| 3.80] 3.35) 3.20| 3.20| 2.35 | 


Wire Nails, 20/d......... Pittsburgh | 2. : : 00) 1. | 65 | 1.76 | 1. 55 {A/S #W-|High & Ave! | | 2-70 | 8.0054) | 0 | 2.45 | 1.85 


Cut Nails, 20/d Pittsburgh | 2. ) | | | 80} 1.60| 1.70| 1.65 | 1. 60 | Hic & | 4, 26 | 6.70| 6.85 | 3.00| 3.26 
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2.70 | 2.50 | 


Copper, Ingot New York : ; i : , 0 ; 16.90 ; ’ : 28.90 : 18. 48 | 18. 05 i. 14. 46 17. 16 14. 187 13. 05 18. 03 6. 264 


Spelter —Zinc Louis | 6.35 | 4.0244 5. | | 36 | 6. 10 | 7.06 | 6. | | 8.66 20 | 8.39 | 7.16 7 7.13 | 7.36 | 7.423| 6.22| 6.78 2.9944 
Lead—Pigs 60 | 4. : | | 40 | 4. 45 | 4.20| 3. | 10.65 | 6.89 8.26 | 6.98 | 8.06 "8.629 6.05 | 6.69 3.02%, 
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44.60 | 60.46 |ji#" 5569) 47. 62.60 | jig 00 | 64.81 | 44.66 | 37.70 | 45.93 | 68. 923| 61. 49 | | 45.38 24.3414 
ere Pittsburgh | 4. : i 3.40 | 3.60 | 3.60/ 3. rt 7.00t; 79 | 4. 4.75 | 6.74 | 5.60| 5. 6. 26 | 4.26 | 
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Steel Pipe® 7 3 % | 81% | 80% | 80% | 80° 42% | 8114%| 674% 4%| 66% | 63% | @8% | 68% | 71% 








10 13 15 16 17 18 19 20 21 


®@ New discounts are an average applying to sizes %” to 3 
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HARDWARE AGE OLIVER BROTHERS 
The Hardware Dealers j 


Information and Buying 
Vagazine Service for Wholesalers 


= . Chestnut and 56th Sts. 421 Canal St. 
ardware & Kindred Lines Philadelphia 39, Pa. New York City 13 
to 1959 


’ and those marked by dagger (+), represent the 
y) and which prior to NRA were customarily fol- 
wn for Sept., 1920 on the chart because of the two 
the upper price in each individual box indicates 
e indicates figures that were secured in the open 
aintaining the prices suggested in Washington in 
siderable extent by the law of supply and demand. 














advancing again by leaps and bounds until July, 1920. This was the turning point of the greatest inflationary 
movement we have yet witnessed, which was followed by the Post-War deflation culminating early in 1922. Per- 
haps more remarkable, however, was the steady recession in prices from April, 1923, to September, 1929, when 
production was steadily mounting, together with profits, to record heights. 


The March, 1933, figures represent the period of the culmination of the banking crisis. Those for August, 
1933, are the first Steel Code prices under the NRA filed Aug. 29 of that year. The June, 1938, figures reflect the 
drastic price cuts announced near the end of that month when the basing point system was broadened by the ad- 
nts starting in April, 1915, advancing steadily until dition of many new market centers, and differentials in price at the various basing points were eliminated or 

recently. In November, 1917, prices were agreed modified. 


The strong market continued until the signing of The 1941 to 1946 prices marked (*) are based on ceiling prices established by Government Price Adminis- 
easing off until late 1919, when the market began trator or later by OPA. 


23 26 27 28 29 30 31 34 35 36 37 38 39 40 41 42 43 44 46 46 47 





Mar. , June | June Dec. | Sept. Dec. 31 , . 30/Sept. 30/Sept. 30/Sept. 30| Sept. 30/Sept. 30 Sept. 30 Sept. 20 Sept. 30 Sept. 30 Sept. 30/Sept. 30 Sept. 30 
1938 | 1939 1941 | 1942 1945 1948 | 1949 | 1950 | 1961 
| | 


sreetnitanipageinieaisiniet ee : 7. 
19.50 | 20.50 , 23 .50* 23. 50° 25 .25* ' , 43. 50 46. 00 | 46. 00 | 


Lowest | Highest 
1952 | 1963 | 1964 | 1955 | 1956 | 1957 | 1958 | 1959 | Since | Since 


| | | | 1899 1899 


a ee s 








en eS _ 


52.00 | 54.50 | 66.00 | 56.00 | 68.50 | 62.60 | 66.00 | 66. 00 | 66.00 | Avr. 1915 | Sept. 1959 


20.00 | 21. 00 | 24.00*| 24.00* 26.75*| 28.60* | 36.00 | 43.00 | 46.50 : 46.50 | 62. 50° 55. 00" 66.50 50 | 56.60 59.00 | 63.00 | 66. 60 | 50 | 66.50 | Apr 195 Sept. 1959 


























20.50 | 21. .60 | 24.60*| 24.50*| 26.25%) 29. |.50 | 44.00 | 47.00 | 47.00 | 63.00%] 55. 50*| 57.00 | | 87. 00 | 69.50 | 63.60 | 67.00 | 67.00 | 67.00 , et, 1904 Sept 1959 


Retentetedl soccer : | | ‘ : : | 12.85 
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34.00 | 34. .00 | 34.00*| 34.00%) 36.00 | 39.00* | #8, | 61.00 | 61.00 | 63.00, 54.00* 69.00*| 62.00 | 64.00 | 68.50 74.00 77.60 | 80.00 | 80.00 | Ser 130° | duly 1917 
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43.00 | 43. 2.00*| 2.00*) 2. 15*| 2.30* | 28% | 3. 3.40 3.86 | 4. 59*| 4. $25*| 4.526 | 4.675 | 6.026 6.80| 6.15| 6.40| 6.40 | Jamil Sept. 1959 


6.00 | 10. | . | 19. 75° 19.75" 18. 75*| 19. site” | 41. .60 | 40. 00 | 42.60 | 41. 50 00 | 43.00 


39.00 





30.00 | 29.00 42.00 | 57.00 | 43.00 | 42. 00 | 40.00 | Mar 1838 Sept. 1956 
1.60) 1. 15 | 2. 2.16*| 2.25%] 2.5 | . 36| 3.45. 8.70" 3.96* 4.16 | | 4.65 | at a 425) 6.6 .676| Sevt- 1980 | Sept 1958 


1.60| 1. | | 10| 2. 2.10*, 2.25% 2.50*| 3. : | 3.90*| 4.10 | 4. 50) 4.86} 6.40 | 5.30 | 5.30 | 5%,19| July 1917 


























1.60| 1.60] 2. | | 10 | 2.10*| 2.10%, 2.10*) 2.35*| 2. , : | 65*| 3.85% 4.10 | 








Loe 5.50 | 6.50 | “Fig '* | Sept 1959 
2.00 Zz. ° ° ° e ° ° 3.10* ’ “ , ' ; . 5. 125* 5. 375 : - 7. . 375) ~—— duly 1917 

















2.60| 2. 3.50 | 3. | | 3.70*| 3.90* | 435: 61| 7. 7.365*| 7.616 | | 7.69 “s.68 | *8.00 | «8.275| «8.175) /my 19" July 1917 


| | : “2. 35" ai | pail aen| 7 cee re ey ye Jan. 1912 
2.36 OO) 5.0 3.20 3. 10 i 3. 40 8.0" 5. 3.50* 4 pt. 12 ga. , : .20 | T. : 86 8. 8.65 9.76 6 | 10.02 | 10. 9.95 1.85 ~~ 


1.85 2. 16 | 2.46 | 2.26 | 2.40, 40° 2.75%! Eo 388 leche. Sas| 5. | 6.63*| 6.97* 7.33 7.66| 8.68 9.20| 9.60) 9.60, 9.60 | Msi! | Sen 1959 


2.50 | 2. 60 | 3.60| 3.60| 3.85 4 85") 3. 3.85" i 7 6.76 | 7.15 | 7.15*| 8.35%, 8.55 | 8.85 | 9.60 | 10. 36 | 10.16 To. 5 | 10.16 | Mg"? | Sept 1958 
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5.26%s| 9. ,00 | 9.00 | 10.00 | 11.60 | 12.00*| 12.00*| 12.00%] 12.00* |21.6214128.6214 17.75 | 24.60 | 24.60 | 24.60 | 30.00 | 30.00 | 43.00 | 40.00 | 26.00 | 26.60 | 31.60 | Febr,l?33 | Sept 1958 
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2.99%| 4.90%| 6.75 | 4.60| 4.89| 6.24| 8.25% 8. }.25*| 8.20* | 11.00 | 15.00 | 10.26 | 17.50 | 19.60 | 13.60 | 10.00 | 11.60 | 18.00 | 14.00 | 10.00 | 10.00 | 12.00 | M4183? | Sept. isis 
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Silver anniversary marked by 


Builders’ Hardware 


Convention 





Builders’ hardware trade 


Changing of the guard marks the silver anniversary meeting in New Orleans. 


John Schoemer retires after serving the association for 15 years and is 


succeeded by William Haswell. New presidents and officers are elected. 


Twenty-five years ago a group of 
builders’ hardware distributors met 
to form an association. 

That celebrated in 
New Orleans at the annual conven- 
tions Sept. 27-30 of the National 
suilders’ Hardware Assn. and the 
American Society of Architectural 
Hardware Consultants. 

The program reflected ageless 
problems of the industry that bring 
men together in their business as- 
sociations. There was the problem 
of enlarged competition in a trade 
area; of promised delivery sched- 
ules; of relations between archi- 
tects and contract builders’ hard- 
ware suppliers. Also, there was the 
problem of imports. 

A changing of the guard among 
association officers and members of 
the staff marked this twenty-fifth 
anniversary convention. 

John R. Schoemer, NBHA man- 
aging director and treasurer, who 
joined the staff in 1944, was man- 
aging his last convention. 

William S. Haswell, who has been 
on the association staff for several 
years, takes over now as managing 
director and treasurer. 


event was 


Election of officers brought a new 
president to NBHA. He is F. E. 


Traver, Architectural Hardware, 
Inc., Columbus, Ohio, who was first 
vice-president. Mr. Traver_ suc- 
ceeds James C. Carroll, of Union 
Hardware & Mfg. Co., Los Angeles. 

The association staff also has 
Robert G. Ryan, as secretary. Mr. 
Ryan is editor of the association’s 
publication, Hardware Consultant, 


and is convention exposition man- 
ager. 

Ronald J. Winters continues as 
assistant treasurer. Mr. Winters 
handles the convention registra- 
tion. 

The ASAHC also elected new 
officers. Edward B. Veihmeyer, 
suilders Hardware Co., Bethesda, 


The industry's farewell gift to John Schoemer, lett, marking retirement from 
15 years of service to builders’ hardware. 
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Md., is the new president. He was 
first vice-president, and succeeds 
Robert A. Wesche, Builders Hard- 
ware & Supply Co., Tulsa. 

George P. Merrill who joined the 
professional society’s staff about a 
year ago was appointed executive 
director. Mr. Merrill had 


executive secretary. 


been 


Cutting of the ribbon ott 
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National Builders’ Hardware Assn. 


The exposition presented dis- 
tributors and their guest architects 
with a colorful array of hardware 
for all types of residential, commer- 
cial, and industrial buildings. The 
displays indicate a wider use of 
stainless steel and aluminum. Also 
a trend was 


indicated towards 


period hardware, brass items for 


ially opens convention exposition, 





board in session during convention. 


use in higher priced homes. Period 
hardware aroused interest as pos- 
sibly indicating an ultimate use of 
such 
lower 


medium and 
homes, and also in 


hardware in 
priced 
applying psychological pricing to 
get a bigger margin of profit. 

The exposition was opened three 
afternoons during the convention. 
A new arrangement was used this 
vear. Booths in the center of the 
floor were open to aisles on all 
sides. There was a perimeter aisle. 
The arrangement opened up the 
display area and eliminated dead- 
end aisles. 

The exposition and convention 
sessions were held in the Municipal 
Auditorium. The banquet = and 
NBHA members meeting were held 
at the Hotel Roosevelt. 

The NBHA session consisted of 
a discussion on three subjects: im- 
ports, delivery schedule, and adding 
distributors. James C. Carroll, 
president, presided. 

Each subject was introduced with 
a skit enacted by distributors and 
manufacturers. Then the subject 
was discussed from the floor. 

The session closed with an ad- 
dress by Clayton Rand, author and 
editor, of Gulfport, Miss. 

The ASAHC session was a panel 
discussion on the relationship be- 


tween architects and distributors. 
Robert A. Wesche, society presi- 
dent, presided. 

Howard MacCarthy, MacCarthy 
Co., Baltimore, was the moderator. 

August Perez, Jr., New Orleans 
architect, pointed out that archi- 
tects expect integrity, sincerity and 
responsibility to be the keystone of 


relations with hardware consul- 
tants. 

Architects expect consultants to 
be familiar with details of a build- 
ing plan and with hardware suit- 
able for the building, he pointed 
out. The consultant also is a mate- 
rials supplier, organizing the pack- 
ing, identification and delivery of 


Builders’ Hardware 


Convention 





the hardware items. 

Walter T. Bobbitt, manager of 
the Murray R. Womble Co. office 
in Oklahoma City, spoke on what 





Sept. 27-30, 1959 


President 
*F. E, Traver 


Columbus, O. 


First vice-president 
*Jack E. O'Keefe 
Builders Hardware, Inc. 
West Hartford, Conn. 


Second vice-president 
“Walter H. McAninch 
Northwest Builders 

Ine. 
Seattle. Wash. 


Vanaging director and treasurer 
William S. Haswell 
NBHA 
New York, N. Y. 


Secretary 
Robert G. Ryan 
NBHA 
New York, N. Y. 


Assistant treasurer 
Ronald J. Winters 
NBHA 
New York. N. Y. 


Regional directors 


Robert W. Bell 

Campbell Hardware, Ine. 
274 Centre St. 

Newton 58, Mass. 


Henry W. Schilling 

Fred Schilling & Son 
322 Hempstcad Turnpike 
Franklin Square, L. I., N 


Robert T. Williams 


Inc. 
174 Washington St. 
Binghamton, N. Y. 


*Robert E. Knorr 

Allen Hardware, Ine. 
E. Knorr Div. 

32 No. 7th St. 


Allentown. Pa. 





National 


Architectural Hardware. Ine. 


Hardware. 


Babeock, Hinds & Underwood, 


Robert 


Officers of the 


Municipal Auditorium, New Orleans 


R. K. Winters 

Jennings & Winters Co. 
3834 Falls Rd. 
Baltimore 11, Md. 


R. R. Rankin, Jr. 

Delph Hardware & 
Co. 

512 Rutherford St. 

(creenville, S. C. 


Specialty 


0. C. Meister 

Fort Pitt Hardware Co. 
807 Liberty Ave. 
Pittsburgh 22, Pa. 


I. C. Frazier 

Albrecht Hardware Co. 
2300 Columbus Ave. 
Springfield, O. 


Lawrence R. Bishop 
Van Camp Hardware & Iron Co. 
101 W. Maryland St. 


Indianapolis 6, Ind. 


Neil S. Murray 

Kendall Industrial 
Inc. 

125 Grand Trunk Ave. 

Battle Creek, Mich. 


Supplies, 


Charles F. Field 

Wolff Kubly Hirsig Co. 
101 W. Gilman St. 
Madison 3, Wis. 


Lawrence K. Healy 
Gardner Hardware Co. 
311 Nicollet Ave. 
Minneapolis ', Minn. 


Robert B. Kurtz 
Kurtz Hardware 
312 Walnut St. 


Des Moines 8, Iowa 


“Bernard A, Lewis 

Steel Lewis Hardware & Supply 
Co, 

3202 E. Douglas Ave. 

Wichita 8, Kan. 


*Newly elected 


Builders’ Hardware Association 


S. C. Salsiccia 

Woodward, Wight & Co., Lid. 
151 Howard Drive 

New Orleans 9, La. 


Herbert Raymond 
San Antonio Machine & Supply 
Co. 
Box 671 
Harlingen, Texas 


Harlan E. Blachly 

(eo. Maver Hardware Co. 
1520 Arzpahoe St. 
Denver 2, Colo. 


Wm. M. West, Jr. 
West & Co. of Los Angeles 
1942 So. Main St. 
Los Angeles 7, Calif. 


J. R. Bair 

Bair’s Hardware, Ine. 
564 El Camino 
Belmont, Calif. 


John M. Wills 
Ernst Hardware Co. 
6th at Pike St. 
Seattle 1, Wash. 


br. EK. Clayton 

Clayton Co. 

527 W. University Ave. 
Cainesville, Fla. 


David Spalding 

Spalding Hardware, Lid. 
929 I7th Ave. S. W 
Calgary, Alberta, Canada 


Richard G. Wright, Jr. 
Dick Wright Hardware Co. 
700 E. Depot St. 

Knoxville, Tenn. 


*Joseph A. Jutzi 

Joseph A. Jutzi, Ine. 
8330 Olive Street, Rd. 
University City 24, Mo. 
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the hardware consultant expects of 
the architect. 

Consultants, he pointed out, ex- 
pect clear and adequate drawings 
and details for writing specifica- 
tions, sufficient basic decisions from 
the architect, all building hardware 
items listed together, expect the 
architect to assume responsibilities 
for changes, and expect the archi- 
tect to control any changes or devi- 
ations. 

The ASAHC session opened with 
presentation of a life membership 
to Adon Brownell, Lockwood Hard- 





William S. Haswell 
New managing airector of NBHA 


ware Mfg. Co., and an industry 
leader for many years who has 
been active in supporting the so- 


ciety and association. Mr. Brown- 
ell also is the author of the HARD- 
WARE AGE Builders’ Hardware 
Handbook. Presentation was made 
by Henry Peter, Yale & Towne Mfg. 
Co., regional director of Mr. Brown- 
ell’s home district. 

The banquet was on the evening 
of Sept. 29. The entertainment 
consisted of dancing, songs and a 
skit by Herb Shriner, television 
star, woven into highlights of the 
association’s years, 1934 to 1959. 

A feature of the annual banquet 
were the awards to distributors 
for outstanding editorial contribu- 
tions to the Hardware Consultant. 

Awards were made to Preston 
Delph, Delph Hardware & Supply 
Co., Charlotte, N. C.; Barry S. 
Stuhlbarg, Norwood Hardware & 








American 


Sept. 27-30, 1959 


President 


“Edward B. Veihmever 
Builders Hardware Co. 


Bethesda, Md. 


First vice-president 
“John M. Wilson 


Coast to Coast 
Sales, Ltd. 


Second vice-president 
“Edward H. MeCulloch 
Russell & Erwin Div. 
New Britain, Conn. 


Executive director 
George P. Merrill 
ASAHC 
Santa Rosa, Calif. 


Regional directors 


*John C. Elmblad 
2 Beachwood Dr. 
North Haven, Conn. 


Henry Peter 
6% Washington Ct. 
Stamford, Conn. 


*T. E. Davidson 
Box 443 


Syracuse l, 


N. Y. 


Clair E. Gunnet 
163 Sharon Dr. 
York, Pa. 





Agency & 


New Hamburg, Ont., Canada 


Officers of the 


Society of Architectural Hardware 


Municipal Auditorium, New Orleans 


*Walter D. Scott 
lll E. 25th Street 
Baltimore, Md. 


Joe R. Sparling 
Box 315 
Charlotte, N. C. 


S. A. Romain 
3010 W. Liberty Ave. 
Pittsburgh 16, Pa. 


Adrian R. Page 
Columbus 15, O. 


Jos. T. Buschermohle 
3108 Sherbrooke Rd. 


Louisville 5, Ky. 


Russell A. McBride 
1036 N. Hunter Blvd. 


Birmingham, Mich. 


*“Walter E. Howell 
302 N. Ada St. 
Chicago 7, Ul. 


Mel E. Wheeler 
582 Montrose Lane 
St. Paul, Minn. 


*“Maec L. Smock 
612 N. Dewey 
North Platte, Neb. 


Emil E. Sides 
2944 N. W. 29th St. 
Oklahoma City, Okla. 


“Newly elected 


Consultants 


“James C, Harris 
1280 Lee St. 


Alexandria, La. 


W. W. Philleaux 
1900 Griffin St. 
Dallas 2, Texas 


*William R. Myers 
1171 South Filmore 
Denver 10, Colo. 


John S. Russell 
312 O'Melia Rd. 
Whittier, Calif. 


“Thomas B. O'Neill 
Box 1308 
Los Altos, Calif. 


Herbert C. Dill 
Box 7037 
Seattle 33, Wash. 


*Dan OCH. Dickinson 
1314 N. Devillier St. 


Pensacola, Fla. 


Les. G. Groves 
8 Rosemont Ave. 
St. Catharines, Ont. Canada 


Leo A. Hebert 
128 W. Glenwood Dr. 
Birmingham 9, Ala. 


Warren H. Barry 
1938 Peabody 


Memphis, Tenn. 
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Board of American Society of Architectural Hardware Consultants. 


Supply Co., Norwood, Ohio; and 
David H. Eskin, Reliable Hard- 
ware, Boston, Mass. 

Chairman of the NBHA general 
committee handling the convention 
was John Worner, Jr., Jno. Worner 
& Son, New Orleans. Mrs. J. Saun- 
ders Devall was chairman of the 
ladies’ committee. 

Friendly relations between dis- 
tributors and manufacturers can 
be disturbed by special problems. 
Current special problems 
highlighted by three dramatic 
skits to open discussions from the 
floor. 


were 


Here are the skits: 


Skit 1 
"Hinges From Hokkaido" 


Synopsis: 

A hardware manufacturers’ sales 
manager visits one of his accounts 
to see why purchases have fallen 
off. The buying of low-priced for- 
eign-made hardware proves to be 
the reason. The distributor sees no 
other way to obtain competitive 
business at a profit unless the man- 
ufacturer can reduce his prices. 
The sales manager visualizes no 
hope of this in view of rising labor 
and material costs. 


Cast: 


GM, Moore Markup, general man- 
ager, Hardware Distributor, played 
by Roy Bolt, Kwikset Sales & Ser- 
vice Co., Anaheim, Calif. 

SM, Hiram (Hi) Volume, sales 
manager, Hardware Manufacturer, 
played by William Davies, William 
Davies Co., West Newton, Mass. 

AHC—Price Konshuss, manager, 
Distributor’s Hardware Dept., 
played by John B. Morse, Jr., H. B. 
Ives Co., New Haven, Conn. 


NBHA officers for the 


president, right. 


coming year. F. E. 


J. E. O'Keefe, first vice-president, left. Walter McAninch, 


Scene: 


Office of general manager, who is 
seated with his hardware depart- 
ment manager. They are going over 
papers and talking together as the 
sales manager enters. They arise, 
greet him cordially, and exchange 
pleasantries. 

GM—Real good to see you 
again, Hi. It’s been a long time 
since you dropped in here to see us. 

SM—lIt’s good you see you fel- 
lows, again, Moore, and to see you 


Traver, president 


enter, 


secona vice- 
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STARRING today in the 


interesting 


) Molt h am aaleb-) am ol aehine- peli: 


inet Nardware line! 


STAR'S 


FAST SELLING 


erica 


\ 





Handsome steel and die-cast pieces 
beautifully finished in Chrome, Black, 
Polished Brass, Polished Copper 
Nickel or Prime Coot. 


SWEPT-WING 
HINGE 


2519 
Flush Type 













516 
Semi-Concealed 


Type in %", '", 
shi ¥,"" 

7518 

Offset Type in %" 


DRAWER SLIDES 
77652 

All-steel 
sturdy drawer 
slide. mounted 
under drawer 
in center with 
only four nails 


{not avail- 
able in nickel) 


SEMI- 
CONCEALED 
HINGE 

46 

For overlaid 


doors up to ¥, 
of an inch thick 











ALWAY MAGNET 

CATCH 

#232. 

Only catch in its 

_ class that can 
e used on lipped, 

flush or overlay 

doors (Aluminum 

only) 













Ask for complete 
catal & price 
list TODAY. At- 
tractively finished 
Birch Plaque 
114, ""x1S/." « A" 
to display 
mounted samples 
available upon 
request. 


STAR Or wi yn. Y 


tree! 
,ad Bute’ si 


Want more facts? Circle 155, p. 141 
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Sold throegh wholesclers only | 


This is a 


over 


looking so prosperous. 

visit to talk 

things with you. 
GM—But we’re glad to have the 


special some 





opportunity of talking with vou 
here, aren’t we, Price? 
AHC—Sure are. We’ve got prob- 


lems to discuss with you, too. 

SM—Good. I'm especially glad 
that you were here to sit in on ou) 
conversation this morning, 
As Hardware Consultant, I know 
that you have the opportunity to 
suggest and specify brands and 
manufacturers on much of the 
hardware. I have been watching 
the reports on construction down 
here, and they are very good. No 
doubt you are getting your share of 
this increased volume of busines: 
from this activity? 

AHC—We’re doing pretty fair, 
l’d say—wouldn’t vou, Mr. Mark- 
up? 


Price 


(;M—-Yes, our volume has been 
keeping with the 
avallable, I believe, Hi. 


pace business 
Our profit 
margin is nothing to cheer about, 
though. Competitive bidding is 
mighty rough, and getting rough- 
er. We're having to bid mighty 
close on hardware to have a fight- 
ing chance on many of the bigger 
jobs. We're really going out afte 
contract business. 

SM—wWell, you’re sure set up to 
work on the big jobs and to help 
them pick the right hardware as 
well as to give them service and... 

AHC—I'm sorry to interrupt you 
there, Mr. Volume, but I don’t be 


AS A} 1C Otic ers for the C oming 


year. 


Fdward H. McCulloch, Edward B. Veihmeyer 
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lieve you get the picture down here. 
It’s not a matter of advice and ser- 
vice. It’s price—the low bid—that 
vets the business. 

SM—Now we're getting down to 
the main point I wanted to discuss 
with you two. Your purchases from 
us are ’way down, in spite of our 
improvements in the line and our 
prices being competitive. The only 
answer I get is that you must be 
buying cheap, imported hardware 
on many of your jobs. Right? 

GM—Well, we are using imports 
where we have to, to get the busi- 
don’t use 
them where we can use yours, do 
we, Price” 

AHC—A lot of our building is 
being done by speculative builders, 
recently. When we decided to go 
out after some of this business, we 


ness, but we certainly 


found that, in order to get it, we 
had to quote on imported butts and 
in some cases, foreign door closers. 

SM—I just don’t understand 
what you fellows are thinking 
about. We all know that this build- 
ing boom is the result of our high 
level of prosperity. This prosperi- 
ty depends upon full employment 
and high 
And vet, 


wages in this country. 
with vour eyes wide open, 


Po Merril! 


George 
Wilson. 


l ett tO right 
John M . 
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Southern Screw continues to do the most outstanding job 
in the fastener industry on customer “pre-sell!” Through 
broad programs in consumer magazines and by offering 
educational and technical data, your customers know that 
Southern Screws are quality screws; and that only a 
quality screw is worth using on important home projects 
and repairs. 





Don’t take a chance on Southern Screw customers going 
somewhere else for the screws they’re pre-sold on. Put 
Southern Screws in your want-book now! Stock ’em, dis- 
play ’em, and let Southern’s 


““pre-sell work for you! 


Sold through leading wholesale di.tributors 


Warehouses: 


NEW YORK 
CHICAGO 


Wood Screws @ 


Stove Bolts @ Sheet Metal Screws 


Machine 


Screws and Nuts 


Carriage Bolts 


@ Wood Drive Screws 


@ Dowel Screws 


SCREW 


STATESWIHLLE 


COMPANY 


NORTH CAROLINA 





DALLAS 
LOS ANGELES 


Want more facts? Circle 156, p. 141 
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Gold Seal Tape 








swings easily in tight places 


For making a neat splice in cramped 
quarters recommend Gold Seal Plastic 
Tape, in handy 20 ft. rolls. It’s made- 
to-order for making neat splices in ter- 
minal boxes and other confined areas. 
Easy to hang onto . . . easy to “swing” 
... easy to mold into a neat, thin wrap- 
ping. And Gold Seal sticks and stays 
. .. it’s a quality tape that builds re- 
peat sales. Jenkins Bros., 100 Park Ave., 
New York 17. 





Plastic 


IN HANDY 
20 FOOT ROLLS 


’ 


‘ 


*\ 
a 
 — 


Ten 20 ft. rolls in the 
Handy Pack can 


Single 60 ft. rolls in 
individual metal cans 


¢ 


“Caskic Tar" ' 


: 





Gold Seal FRICTION — RUBBER — PLASTIC Tapes. . 


Commercial and Specification Grades 
Want more facts? Circle 157, p. 141 
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The actors in skits depicting industry problems. Seated, left to right, Joe 





Jutzi, Roy Bolt, Fred Clayton. Standing, left to right, John Gibson, Jack 
Morse, William Davies. 
you turn to foreign goods and close Builders’ Hardware 
down our own factories. I tell - : 
Convention 
you. 
GM—Hey, now! Whoa there! It 
isn’t that serious. Not here, any- 
ways. McCall's magazine revealed that 


SM—Well, it’s serious enough so 
that your purchases are down 30 
percent with us. Maybe a 30 per- 
cent drop isn’t serious to you, but 
it is to us and to our employees 
that are being laid off. Serious? I'll 
say it’s serious. ... 

AHC—Serious or not, [ don’t see 
how it would help you for us to 
quote on your items and lose the 
contract to imports being put in at 
half your price. Loyalty to you and 
domestic goods won’t get the order. 
And you can’t expect us to donate 
our entire profit; then we would 
soon go out of business, and you 
would lose our entire volume. 

SM—Yeah. I guess I’m getting 
excited at the wrong people. What 
we need is high tariffs to keep this 
stuff out of the country and 
SeOD . .« 

(7M—Hold on, now. Neither you 
nor we can depend upon govern- 
ment action on this, even if it is 
the answer, which I sincerely 
doubt. No. We’ve got to take the 
matter into our own hands, right 
in our own markets. You’ve over- 
looked something that might hurt 
us real bad. In a recent issue of 
the Consultant—April I think it 
was—Bill Haswell pointed out that 
a recent survey of housewives by 


home buyers are annoyed by cheap 
hardware. They figure that if the 
hardware which they can 
poor, so is the material and work- 
manship they can’t see and even 
more so. This could hurt the home 
market. It could hurt other build- 
ing markets, as well. 

SM—I’ll buy that! It points out 
one more good reason for you fel- 
lows to sell value instead of taking 
the lazy peddler’s way of selling 
cheap to make a quick buck. 

AHC—Boy, that sounds like a 
sales manager all right! You can 
talk all you want about value to a 
tract builder, but while he’s listen- 
ing with half an ear, his eye is on 
the dollar sign. 

SM—If you aren’t making a 
decent margin on tract contracts 
anyway why don’t you spend your 
time where you can make some 
money by delivering the real goods 
and continue to build your reputa- 
tion with quality merchandise? 

AHC—It’s okay by me if the 
boss wants to stay out of the close 


see 1S 


bids or wants me to bid on your 
items and donate our profit. 
GM—Now wait a minute. We 


need that volume and we’re not go- 
ing to wipe out our profit just to 


keep you in business, Hi. Why 
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don’t you modernize your methods 
or sacrifice some of your profit to 
hold your market position? 

SM—wWhat are you _ talking 
about? With rising labor and ma- 
terial costs we'll be lucky to hold 
the price line. 


Skit 2 
"Ring Around the Rosie’’ 


Synopsis: 

Distributor’s salesman visits 
plant of manufacturer to expedite 
a contract order. Difficulty seems 
to stem from new line of product 
sold on job. Dilemma arises from 
insistence of general manager that 
sales be made in anticipation of 
production rather than vice versa. 


Cast: 

SM, Fuller Bull, sales manager, 
P. & F. Russwood Mfg. Co., New 
Haven, Conn., branches in White 
Plains, N. Y.; Fitchburg, Mass.; 
New Britain, Conn.; San Fran- 
cisco; Pinewood, Tenn.; Pittsburg, 
Kansas; and Hong Kong, played by 
Fred Clayton, Clayton Co., Gaines- 
ville, Florida. 

AHC, Charlie Eightball, distribu- 
tor salesman, played by John Gib- 
son, III, McKinney Mfg. Co., Pitts- 
burgh. 

SDM, Russ Rush, service depart- 
ment manager, P. & F. Russwood 


James C. Carroll, NBHA president 
presiding at opening session. 








MACHINE SCREW 






ANCHORS 






Easy to install . . . requires shal- 
low hole . . . fixture can be re- 
moved and replaced without 
loosening anchor...a few ham- 
mer blows set anchor firmly .. . 
conical-shape nut expands lead 
sleeve to provide strong holding 
power ... widely used by elec- 
tricians, plumbers, carpenters, 
ornamental iron workers, main- 
tenance men, awning and sign 
men and other tradesmen. 


te hele ue TS 


Cutaway drawings show how 
setting tool expands lead 
sleeve around conical nut. 





HAMMERLESS SETTING TOOL 





Expander hammerless 
setting tool for easy installation of Arro Machine 


4 


Screw Anchors in hollow tile, bottomless or weak-bottom holes. 











THE SEWARROS> LINE OF MASONRY 
ANCHORING AND DRILLING DEVICES 


jie hls ih 4 





Bhai 0 TaTH oh 


7 


ARRO-CORE MASONRY DRILL 


a sana) 


ARROFIUTE CARBIDE MASONRY DRILL 


2, 


FOUR-FLUTE HAND STAR DRILL 





a 


A-C-E EXPANSION SHIELD 





MACHINE SCREW ANCHOR 4 


mx - RO a 


EXPANDER HAMMERLESS SETTING FOOL 
—-——_ 
} = | 
| Te 
ns : 


MAL-LEAD BOLT ANCHOR 


FOUR-FLUTE DRILL POINT 
™, rr 
f 





©O-— EXPANSION SHIELD 







a 


HOLD-IT EXPANSION SHIELD 









eS 


TWIST DRILL POINT 


STUD BOLT ANCHOR 





RUBBERGRIP DRILL POINT HOLDER 


LEAD SCREW ANCHOR 
_—a 


JUTE PLUG 


Oqaam<) 


LITTLE MAJOR TURNBUCKLE 


DISTRIBUTORS: 


This Advertisement Appears 
in Leading Publications Di- 
rected to Your Customers 


ARRO EXPANSION BOLT COMPANY 


Dept. H, P.O. Box 388, Marion, Ohio 
Want more facts? Circle 158, p. 141 
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TUMBLE TYPE 
TOGGLE BOLT 


aE = 


SILVER KING 
SELF DRILLING SHIELD 








Why have so many building supply and hardware dealers tagged Griffin 
as ‘A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “‘t”’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 


Street, Dept. 20, Erie, Pennsvlvania. GRIFFIN HINGES 
Want more facts? Circle 159, p. 141 
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Mfg. Co., played by Joseph A. Jutzi, 
Joseph A. Jutzi, Inc., St. Louis. 
GM, Hi N. Myttie, general man- 
ager, P. & F. Russwood Mfg. Co., 
played by William Davies, William 
Davies Co., West Newton, Mass. 


Scene: 

Office of sales manager, who is 
seated, head in hand, obviously 
worried over some papers he is 
shuffling. The phone rings and he 
answers. 

SM—Hello. Who”? Charlie Eight- 
ball? Who’s he with? Oh, Goode 
& Goode of Boston. Okay, send him 
in. (To audience: That’s all I need 
today. He isn’t coming here from 
3oston to bring me gcod news, | 
know. Well, might as well face it. 
His outfit is a mighty good dis- 
tributor of curs. I'll have to get 
behind Eightball. ) 

Distributor salesman enters 
Well, well. This is an unexpected 
pleasure. Sit down, sit down. 

AHC—Good. 

SM—Ha—Ha! Very good. When 
your name is Gocde, you’re always 
good, eh? 

AHC—Yeah. 

SM—Hmmm. Yes. Well, as I 
was saying, this is an unexpected 
pleasure. It really is. I was going 
over the sales figures in your terri- 
tery recently, and your outfit is a 
real standout. Your purchases are 

let’s see—ves here it is—-40 


Robert A. Wesche, ASAHC presi 
dent, opening ASAHC session. 





from STANSCREW’s complete line 
r 


No. 7 Hexagon Key Kit Counter Display 


Eye-catching blue and orange merchandiser 
displays 24 No. 7 Hex Key Kits. . . each 
containing seven alloy steel keys packed in 
attractive pocket transparent plastic case. 
Hex sizes °%," through 4”. A fast moving 
impulse item for additional sales. 


Socket Set Screw and Hex Key 
Assortment No. 15 


Carefully selected assortment offers a working 
stock of popular size socket set screws and hex 
keys at minimum investment. Contains 25 each 
of most popular socket set screws, smaller 
quantities of 6 most wanted hex keys. Packed in 
attractive plastic box with handy selector chart. 
Refills of individual items available. 


New Stanscrew Hex Machine 
and Carriage Bolts 


Attractively boxed and labeled . . . over 500 

sizes available from stock. These premium 

quality fasteners, produced to the same standards 
of precision and uniformity as Stanscrew 
industrial fasteners, build customer acceptance. 





These are just three outstanding profit opportunities ATTENTION WHOLESALERS 
from Stanscrew’s complete selection of over 5,000 


different types and sizes of standard fasteners. Others the profit-making opportunities of Stanscrew’s 
include additional hex key kits .. . cap screws... 


hex nuts... dowel pins... . pipe plugs... studs... complete fastener line, write today. You'll be 


many others. Call your hardware wholesaler today. er onan poe cman atta oa 


If you are not already offering your retailers 











STANSCREW FASTENERS 


CHICAGO | THE CHICAGO SCREW COMPANY, BELLWOOD, ILLINOIS 
HIMS | HARTFORD MACHINE SCREW COMPANY, HARTFORD, CONNECTICUT 
WESTERN | THE WESTERN AUTOMATIC MACHINE SCREW COMPANY, ELYRIA, OHIO 


STANDARD SCREW COMPANY 2701 Washington Boulevard, Bellwood, illinois 
Want more facts? Circle 160, p. 141 
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NEW! 


SELF-LOCKING 


EASY HANG perforated 
board fixtures! 


Faster, 
easier, 
more positive 
locking — 


without clips! 


NEW PACKAGING 


Bubble-packed and 
Card-mounted packaging. 


The most popu- 
lar Easy Hang 
Fixtures—24 
items—are now 
packaged on 
Card-mounted 
or Bubble- 
packed Display 
Cards to assure quick 
identification . . . stimu- 
late self-selection . . . de- 
velop volume sales. 


merchandiser 


A store-tested Easy 
Hang department in 
itself. Holds assort- 
ment of self-locking 
fixtures, plus perfo- 
rated board in bin 
at back. Takes small 
24” x 21” floor space. 
Drop-shipped, pre- 
paid. Call your job- 
ber or write today. 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 


Want more facts? Circle 161, p. 141 
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Life membership pin is presented to Adon Brownell by Henry Peter, right, 


ASAHC regional director. 


percent ahead of last year. I con- 
gratulate you. That’s considerably 
above average. 

AHC—Yeah 
okay, but I’m here to... 

SM—Yes, you’re being here lets 
me thank you personally. I have 
been planning to come up to see you 
folks, but I have been kept tied to 
this desk, recently. If you don't 
mind telling me, how do you ac- 
count for this big increase? Yes 
sir, I congratulate you. 

AHC—Er, thanks. No, I don’t 
mind telling you about our in- 
crease. We've had several big jobs 
break out our way, and we've 
worked like mad to land them. And 
I mean work! 

SM—Good! Good! 
we like to hear. 

AHC—Well, that’s all I can say 
that you’re going to like to hear. 
From here on the story is real sad. 

SM—Oh! Come now. It can’t be 
as bad as all that. What’s troubling 
you? 

AHC — The West Side High 
School job, that’s what. That’s one 
of the jobs that has boosted our 
purchases from you. We got the 
job after a tough struggle. Our 
biggest sales point, and the win- 
ning argument, was the service we 
gave in writing the specifications. 
The architect was impressed by 
your design, but it took some sell- 
ing because it is new. The Board 
finally approved when we assured 


we’ve been going 


That’s what 


Builders’ Hardware 
Convention 





them of delivery on schedule after 
receiving your promise. 

SM—I remember very well. We 
were all very pleased with that con- 
tract. 

AHC—Yeah. Well, we got the de- 
tailed order to you right away, and 
you promised delivery of the hard 
ware in early August, without fail. 
Now, here it is the end of Septem- 
ber, the school has opened, the 
classes are in session. The doors 
have hasps and padlocks on them. 
Some of the parents found this out, 
and the insurance people are up in 
the air. The Board has threatened 
to sue the contractor. The con- 
tractor swears we'll never. get 
another job that he works on if he 
can help it. 

SM—But—But... 

AHC—I can’t get anything defi- 
nite out of your factory. My out- 
fit is holding me responsibie for 
vour failure to deliver. They say 
I haven’t followed you 
enough, and that’s about all I have 
done for the past three months! 
I’ve got to have a promise— 
one—before I leave or I am not 
going to leave... 

SM—Great guns! This is terri- 
ble. Somebody here was mighty 
careful that I didn’t hear about 


closely 


a good 





YALE 


Finest Name in a Oc Pe 








~~ 


9494 9 000064, 


“~~ wwe 


: 


ere ee 


PRESTIGE HARDWARE 


THAT PAYS PROFITS 


oo ; ' 4 | Yale offers a full line of hardware=— 


241 Padtock 
worded 


padlocks—cabinet hardware—night- 
latches—bathroom accessories—screen 
door hardware. And Yale helps you put 


_ these across with a full range of pack- 


a“ 


<C -on V7. a aging —merchandisers —carded items— 


ee | blister packs— operating samples. 


ee me Pit imate * +e tinal ts SLACK or AMTi ANTIQUE corres 


For full information write The Yale & 
Towne Manufacturing Co., Lock and 


Hardware Division, White Plains, N. Y. 


Wa 3 
He 


VALE—REG.U.S. PAT. OFF 


Lee YALE - finest name in hardware 


Want more facts? Circle 162, p. 141 
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Help yourself 
Pm Malta cotter Pins! 


Hindley Cotter Pin 
Assortment #3 


3 ASsoRrTsEe ea 
' PINS ~ 


eee om we * 


Hindley Cotter Pin 
Assortment #5 


Hindley Pic Pak 
Cotter Pin Assortment 


Mice for precision cotter pins in a 
@penend sizes. Order from your whole- 


INDLEY MANUFACTURING COMPANY 
aa Cumberland, Rhode Island 


WIRE HARDWARE = COTTER PINS - PLUMBING SPECIALTIES 


ae 








Want more facts? Circle 163, p. 141 
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this! We’ll get the low-down right 
away. 

Grabs telephone: Hello-—Get me 
Russ Rush right away. Hello. 
Russ? Can you come in here right 
away’? Yes, this is Fuller Bull. 
Yes. Right away. And bring vour 
Goode & Goode file on the West Side 
High School order, will vou? 
Thanks. We’re waiting. 

Turns to AHC: Golly, I just don’t 
see how this could happen. Oh, 
hello, Russ. Meet Charlie Ejight- 
ball of Goode & Goode. You didn’) 
lose any time, and we appreciate it. 

SDM—I dropped everything and 
came right over. 

SM—Charlie tells me that the 
West Side High School hardware 
was promised without fail, for 
early August, and still no sign of 
shipment. Have you got the file 
with you? 

SDM—I don’t need the file. I 
know the whole thing by heart. 

SM—Well, then, man—wien are 
we shipping? 

SDM—F ive will get you ten that 
you can’t get that information any 
more than I can. 

SM—Why not, for heaven’s sake? 

SDM—Because that’s our new 
Stilemangler line. We didn’t get 
into production until July. Then, 
something went wrong and most of 
the items had to be re-run. I talked 
to Production this morning, and 
they absolutely refuse to stick their 
necks out until the Big Boss, Hi N 
Myttie, himself, gives them the 
okay on some extra operations that 
are going to kick the costs ‘way up 
on this first lot. 

SM—I see. Well, I'll see Mr. 
Myttie, myself. I'll check with you 
later. 

SDM leaves. SM turns to AHC: 
Ill follow through on this, and 
vhone you in the morning, tiniless 
vou want to stay... 

AHC—No. I'll be going. I think 
you see how serious this is. I'll be 
waiting for your call. Goodbye. 
(Leaves. GM enters with produc- 
tion papers in hand. Sits down.) 

GM—Say, you've certainly been 
tied up this morning. I just got 
the Production report on our new 

(Continued on page 218) 





M&D uarpwarE STORE FIXTURES 
ARE POPULAR IN HAWAII TOO! 


This beautiful new Uptown Hardware in circles in the Islands because the store volume 
Honolulu was completely fixtured by Lewers is far greater than anticipated. 

& Cooke, M & D Distributors for seawall P No matter where your hardware store is located, 
MASUO AOYAMA is the owner of this spar- you will find M & D fixtures and planning 
kling new store. services tops, with prices competitively low. 
Hardware dealers in our 50th State are volume 
conscious and this new M & D fixture instal- 
lation has attracted great interest in hardware 


Before you invest a cent in store fixtures use 
this coupon either for our free Hardware Store 
Fixture brochure or our store planning services. 


M & D Hardware Store Fixtures 
P . 
are distributed in 50 States M&D STORE FIXTURES, INC. Dept H-5 
by selected hardware wholesalers. 6 No. Michigan Avenue, Chicago 3, Illinois 
245 Vineland Avenue, City of industry, California 


lan nterested in Free Brochure 
Complete Store (] Upgrading or Gondolas ) Wall Units 
Installation Remodeling show Cases Gift Islands 


M&D STORE FIXTURES, INC. 





NAME 
Manufacturing Plants in the East and West 
Sales offices in principal cities throughout the U.S.A 


STREET 


SA A A A And 


ciTY 


. A A A A A Dp DD 2 DD Dp De Do De De De 
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FW MITY-PQ * SALESMAKING 
ff @ | MERCHANDISER 


= 


*(Point-Of-Purchase) 








ee. GUT iim Ba 





INSTANTLY REMOVES 


Point - Grease « Grime - Tar - ink 


Sis cmiliicseatome SPECIALIZED CLEANERS 


< EVER RIES Skin — 











Stepped-up national advertising and sales powered 
Point-of-Purchase merchandising keeps Quickee moving 
faster than ever from counter to customer, makes more 
Sales and more money for you the year ‘round. 


New MITY-POP* merchandiser successfully solves 
the space problem. It’s Store-Tested and dealer approved. 
Efficiently stocks e Displays e Tells and Sells all Quickee 
work-saving Specialized Cleaners . . . without effort in 
amazingly small space. 


TIE-IN with QUICKEE’S GREAT NATIONAL ADVERTISING PROGRAM 


We're telling many more millions about Quickee’s work saving © 
. money Saving specialized cleaning efficiency in: - 


TELEVISION 
AND RADIO 
AZID r 
NATIONAL AND LOCAL = 
NEWSPAPER aps 


Stain remove’ é 

















Display Quickee Prominently ... it Pays! 








“wall tile cleant’ 
and polishe’ 





Stands on Counter or Window bs <i Traffic Stopping Mass Display 
only 414" wide with 3 or More Units 


Hangs on Pegboard Wall 
Dealers Cost 


1 FREE MITY-POP ~ B> 1D0Z. Waterless HAND CLEANER (14 02. eam $5.75 
MERCHANDISER 1 DOZ. FLOOR TILE CLEANER av cam $9.00 
PACKED WITH EACH 3 + DOZ. WALL TILE CLEANER cr qcart can) $4.50 


(FOR A LIMITED TIME ONLY) 
Each item is prepacked with FREE DISPLAY, ready to Sell!... ORDER FROM YOUR WHOLESALER TODAY! 


AMERICA’S LARGEST SELLING WATERLESS CLEANERS — SPECIALIZED TO CLEAN BEST! 


Cam) QUICKEE WATERLESS HAND CLEANER a) QUICKEE Floor Tile STAIN REMOVER | Cewacel QUICKEE Waterless WALL TILE 
ARS Conga 


Removes paint, grease, tar, putty, mastic, Greatest cleaner for as 

, phalt tile, vinyl, 

| — owen J eye ng — linoleum. Will not soften asphait tile! > went) - aegnaagea bap > ns pay hm ong aan. 
~~ ~ thing a po wnt a . Removes mastic, scuff marks, stains | | tallt nti nee. and soremie tile sanitary clean” 
and soothing as cleansing crea polishes chrome and porcelain, too. | ie ces 


tube 59¢ .. . economy can only 79c. only $1.25, | Sregae only $1.25. 


QUICKEE PRODUCTS, INC., P.O. BOX 312, YONKERS, N. Y. 


Want more facts? Circle 165, p. 141 
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Editor's Note: Presented herewith is the 1959 edition of the Table of Values of Manu- arket Values of Me nut 


factured Hardware and affiliated lines compiled by Oliver Brothers, Inc., information 
and buying service for wholesalers. This table supplements the Table of Values of From December 1913 t 8 
Iron, Steel, Wire and Metals which is also published as an insert in this issue. f 0 Pad 
Published by Hardware Age, Chestnut and 56th Sts., P 
Compiled by Oliver Brothers, Inc., 421 Canal St., Ne 


10 11 12 13 





uly , Jan. . : . March | July 
MATERIAL Unit 1934 


Steel railroad spikes, % x 564% 100 Lb. 











2.40 














Track bolts, square nut, 4% x3% 100 Lb. 











Crow bars, 10 to 26 lb., average all sizes 100 Lb. : . : ; , ; ‘ , : : 6.00 

















Striking hammers, Oregon pattern, 6 Ib ao a | 4. ' ; ; . 0.58 


Railroad picks, 6 lb Doz. 5.70 
Machine bolts, % x 4, C. T., Sq. & Sq., carload 100 Pcs. ‘ : : ‘ : : : ‘ : ' 2.70 






































Hot pressed nuts, square, blank, }4 in., hvy., carload, bulk nal eS B mys * _ ; : . . . , , . A 0.45 











Iron turnbuckles, 1 x 6 in., take up, with stub ends 100 Pcs. , , . , , ‘ . , ; 56 .00 























Spring cotters, steel 4, x 1% 1000 Pcs. : ‘ " , ; : ’ , ‘ 0.80 

















R. H. steel rivets, 44 x 14, in kegs 100 Lb. 





4.56 
8.37 














Upholsterers cut tacks, No. 4, blued, in bulk* 100 Lb. 

















Wood screws, flat head, steel (new list prices May 1957) Per Cent Off List : 








Shovels, plain back, No. 2, C grade 




















Ball tip, loose pin, steel butts, 344 x 34, plated, No. 241F 




















Wrought brass butts, 2 in. narrow 

















Stillson pattern wrenches, 10 in., steel handle 











Monkey wrenches, steel handle, 10 in 




















Files, 10 in. flat bastard 























Carbon twist drills, 44 in., round straight shank, Jobbers Lengths... 

















Chisels, plain handle and edge, 1 in. socket firmer 














Soldering coppers, 3 Ib. per pr.. 

















Post-hole diggers, Eureka pattern, 4 ft. handles Doz. 

















Car movers, Badger #9, (Since 1964 #249) Doz. 


























Wire rope, plow steel, 6 by 19, % in. bright, non-preformed, f.c.... . 100 Ft. 
(Prices previous to 1948 on crucible cast steel, now discontinued.) 














Poultry netting, 2-in. mesh, 20 gage wire, galvanized after woven Roll of 600 Sq. Ft. 
(Prev. to Sept. 30, 1947 were quoted on galv. after woven only.) carload 

Wire screen cloth, 12 mesh, black, less than carload. Since 19560 100 Sq. Ft. 
galvanized 18 x ‘14 mesh L. & 4. 


























Galvanized water pails, 10 qt., light pattern, less than carload Gross 

















oe 





Enameled cast iron sinks, flat rim, 18 x 30 *, Each ; , ' ; i | ‘ ; 7 ; ‘ H 2.36 . 3.02 


Finished brass compression bibbs, standard pattern, for L P. % in. — : i ‘ ; ; : : ; ; , 5.25 5.60 





























Axes, handled, first quality standard grade, single bit, base | ; | 4 : ; : : ’ : 9.60 9.60 
(Prices prior to Sept. 30, 1961 on unhandled.) 
































Circular spring balances, $0 Ib. x oz. Sa ill = 4. 7.691%, | 7.69% 7.6934 6.50 




















6.60 


Lawn mowers, 16 in., ball-bearing, medium grade, 5-blade wane ae , 4 _ | ‘ ; | ) ; 6. 50 | 3.75 | 4.10 
previous to 1944 based on 14 in., 4-blade, cast iron) a ; | | 















































3 4 5 6 9 10 11 
* Prices previous to June, 1926, were on Ame rican Cut Tacks now discontinued by most names turers by O. P. In many cases this was automatic by fixing price ceilings at selling price in effect March, 
+ June, 192 6, to June, 19. 30, prices on 13 in. other prices on 12% in 1942, in 2 instances by specific O.P.A. ruling 
t New list Nov. 21, 193 °. ® %” size generally discontinued as of March, 1942 4" figures show lower price because of greater 
production. Manufacturer of finished all brass bibbs was temporarily discontinued on March 17, 1942, 
but resumed in March, 1947. 


e Ceiling prices established by Government Price Administrator in 1941; or later through to 1946 

















Compiler’s Note: Lists and discounts have been reduced to uttit prices 6f unit quan- 

tity prices as required. In doing this, consideration has been taken of the fact that list 

prices on some items have been changed from time to time and the net prices shown 

are based upon the lists and discounts in effect on the dates given. The data for Wood 

y t b 1959 Screws represent the discounts reduced to a unit percentage. The prices shown rep- 

O ep em er, resent what would be recognized as a reasonable wholesale price allowed by the manu- 


facturer to the wholesaler. 
d 56th Sts., Philadelphia 39, Pa. 


Canal St., New York 13, N. Y. 


12 13 14 15 23 24 27 29 





uly Dec. Se ' : Sept. 30. Sept. 30 | . 30 | Sept. Sept. 30 Sept. 30 
937 | ? 1947 94 1949 1961 1962 1953 1964 1956 1956 














7.50 | 8.00 00 | 8. 8.60 11.10 


es 








10.00 | 10.50 , 12.40 ' 15.15 


14.70 | 14.70 ; 20.22 . 22.23 


17 1.46 | 1.46 | 1.74 | 1.74 | 2.16 2.37 
8.93 ’ 15.82 15.82 ' 21.60 23.76 
















































































.29 plus 




















———— 


12% OPA® . ; : , 1.20 1.23 ' 1.60 a 2.02 





























66.00@ | 79. , .00 {1365.00 | 136.00 .00 00 |164.00 00 | 168.00 
1.37@ | 1. | | | 2.25 | 2.26 | | 2.87 | 3.36 | 3.77 



























































———————— 


5.04 pl — | —\— : 
12%, OPA® 8.40 9.21 | 10.01 ; 10.93 11.83 | 12. 15 | 14.05 | 14.05 




















—E—— 


14.00@ ; 16.16 ; 18. 90 
7% 0 x ' 0. 767 ; 616 0.712 | 8775 | 
10% OPA® 15.80 ; ; 17.65 25.08 | 27. 72 


2.98@ | 3.62 | 4.12 5.44 

















22.50 I 2. 15 





























6.05 
6.48 plus ‘ ‘ |. sa tah. 
10% OPA® : 8.64 i : ‘ ' 12.10 40 ; 17.28 
7.86ee@ ‘ 11.97 i ‘ ‘ 12.48 















































14.76 | ~ 47.62 | 17.62 


-12.52@ 16.60 ’ | | 19.68 ; | | 


25.00 40 | 97.72 
2.76 | 2. 3.58 ; 4.56 6.19 : 


2.40 | 2.69, | 
“| 6.27 plus ; a8 
uimorac| 8-08 | 8.08 | 9. 8. ) 13.80 | 15.00 ) 15.60 | 18.¢ 60 















































——_—_—— — 


1.68@ | 1. 1.95 | 2.02 2.02 



































‘sserBRae| 0. 0.4114 | 0. | 49% | 0.62% 0.68 | —— | an | 
15 .40@ F 21.00 ‘ ‘ / 26.00 28.20 


























4 | 


33 . 84 


39. 24 




















60.00 | 60.00 | 85.20 91.20 | 91.20. 


ee 








97.20 97. 20 


9.40@ | 9.40 | 12.24 16.16 | 16.16 19.52 | 20.6 64. 





























71 : 4 . 3.192@ 4.00 5.26 after 4.32 alter . 5.04 after 5.24 alter 5.45 after 5.67 after 6.17 after 6.16 alter 6.50 after | 643after | 6.48 after 
S . : : ° 20 gage 4.02 before | 3.49 belore 3.79 befere | 3.95 belere | 409 before | 422 before | 4.54 before | 4.46 before 4.46 before | 4.81 before | 4.81 before 


























eee 


1.50 ; 1.48 } 1.98@ 2.60 ao con 3.86 galv.| 4. .| 4.36 galv.| 4.55 galv.| 4.80 galv.| 56.06 


























——_——- — 


26.40 , : : 40.20@ | 40.80 51.66 48 .00 62.16 ‘ 69.24 71.28 . | 70.80 72. 00 






































17.76 
3.12 3.27 5.95e@ | 7.526 | 8.84 9.58 | 10.55 10.98 | 11.17 7 11.74 12.96 | 13.62 


8230 | : in. 9.39° 1475 ” 10.266 ” 9.48 4" 10.44 "11.74 W175 | 4" 11.74 lg” 12. ig” 14.04 | 34” 12. “16” 12.00 | %” 12.16 
5.02 6.27 2 4 + $ Som Dieceo. * 10.13@ *1203@ 10.32 * 12.00 "12.34 a" 12.32 U4" 12.31 4" 14.52 


12.00 12.00 : ° 1 : 12.756@ | 13.60 14.85 14.85 17.25 27 .00 27 .00 29.10 , ] 32.40 















































’ ‘Y%” 12.84 — 
4” 12.36 | %” 1241 | 34” 13.08 


61.12 | 61.12 
























































































































































00 6.00 8.00 , 6.00@ | 6.30 6.30 6.60 | 17.60 Fa8.00 13.00 4] 13.00 | 13.00 | 13.00 | 18. 13.00 | 43.00 


30 | 3.86 3.85 : s | 9.26 9.75 9.00 9.65 | 10.55 11.80 | 11.80 | 10.80 | 10.40 / 10.40 




































































11.00 | 32 


| 











12 13 14 16 16 17 18 19 20 21 22 23 24 26 27 8 , m 
rice ceiling, March, 1942. @ Denotes ceiling prices. 
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Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check Lis*. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 





Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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Card Is valid 8 weeks only 


HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


PB Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check 
Postcard Service. 


Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 

Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 


trory them the latest inform ition available 


ait 2/7 


Remember. with c omp tition so strong, you must keep posted 
on everything that will help you do a better selling job 

: ‘ ; . ; ' ; . 

Be sure to also check with your wholesaler at ut new iferr 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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USINESS REPLY CARD 








The HYDE Too] Tower gives 

you the best return for your 

dollars many times over 
during the year at a minimum 


inventory investment on only 


a 14+ circle of floor space 
J 


The Line that does the Selling Job for You! 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 1|41, and mail 


Item I 
Snow tool merchandiser 


Three dozen snow shovels, push- 
ers and scrapers can be stocked and 
displayed in True Temper’s GM66 
Tool Center that occupies less than 
9 sq ft. The stand is made of 
tubular steel and heavy gauge wire. 
It rolls on four large rubber cast- 





ers. Stand is shipped knocked down 
and is easily assembled. True Tem- 
per Corp., Dept. HA, 1623 Euclid 
Ave., Cleveland 15, Ohio. 


Item 2 

Casserole in candlewarmer 
Anchorwhite Fire- King Oven- 

ware with brass - finished candle- 

warmers and candles come in gift 

cartons. Four styles are available. 

The 1%-qt round casserole in can- 
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dlewarmer is shown. Twin candle- 
warmer units fit a divided dish and 
a baking pan. A 1'%-qt oval cas- 
serole is also available. The units 
keep foods warm throughout the 





meal and retail for about $2.98 
each, including candlewarmer. An- 
chor Hocking Glass Corp., Dept. 
HA, Lancaster, Ohio. 


Item 3 
Sifter and scoop promotion 


You can promote sales of And- 
rock’s No. 373 metal flour sifter, 
with three screens, through the 
company’s offer of a free measur- 
ing scoop worth 29¢. A display 
pedestal holds the $1.98 sifter and 
scoop combination. The 5-cup ¢a- 
pacity sifters are packed with 











mixed patterns, 10 to a carton. 
Washburn Co., Dept. HA, Worces- 
ter, Mass. 


Item 4 

7'/4-in. circular power saw 
Disston’s 714-in. electric portable 

circular saw cuts 2 9/16 in. deep at 

90 deg. and 2 5/32 in. deep at 45 














Here is a quick Check 
List of items described 
in the following pages 





deg. Model D-725 has helical gears, 
detachable safety cord, lightweight 
die cast aluminum housing and 
lever lock bevel and depth adjust- 
ment with a wrench-type setting. A 
cutting guide and rip fence and 
hand saw handle aid easy guiding 
of the saw. It retails for $84.95. 
Disston Div., H. K. Porter Co., 
Dept. HA, Unruh & Milnor, Phila- 
delphia, Pa. 


Item 5 
Long nose insulation plier 


Klein’s long nose insulation plier 
for telephone or electronic use will 
skin 22 or 24-gauge wire. Insula- 
tion is cracked in the slet provided 
in the nose. This 6-in. long plier is 


ae 
oe a 
fous? 
ey / 





listed as Catalog No. 2291. Mathias 


Klein & Sons, Dept. HA, 7200 Mce- 
Cormick Rd., Chicago 45, Ill. 


Item 6 
21-in. mower with basket 
This 21l-in. Lawn-Boy Grass 


Catcher model for 1960 features a 
nonclogging, quick-emptying catch- 
er basket with almost a two-bushel 
capacity. It picks up grass clip- 





Quick Index to Buying Check List 
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[] Snow tool merchandiser...... 144 
[] Casserole in candlewarmer ... 144 
[] Sifter and scoop promotion ... 144 
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[] Plastic toilet seat hinge ...... 150 
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[]) New three-way light bulb .... 151 
[] Engine for lawn equipment .... 151 
[] Bridge table and chairs ...... 151 
[] New vacuum bottle stopper ... 152 
') Light chain saw for farms .... 152 
") Plastic screw anchor kit ..... 152 


PAGE 
Thermoplastic file handles .... 152 
Oscillator lawn sprinkler ..... 152 
Masonry bit display pane! .... 152 
Floor finishes in display ...... 154 
20-in. wide snow remover ... 154 
Holiday header for plugs .... 154 
Masonry sealer compound .... 154 
Picnic table frame carton .... 154 
275 springs and cabinet ..... 154 
Low-priced caulking guns .... 156 
Floor maintenance machines .. 156 
Redwood doors and shutters .. 156 
Vise for wood and metal ..... 156 
Gift-packaged plier set ...... 156 
Lighting fixture display ...... 156 
Rack for 15 plastic boxes ..... 158 
Two garden hose sprayers ... 158 
New paint and enamel line ... 158 
Sliding food storage bin ..... 159 


Two leakproof tackle boxes ... 159 
Siphon for carbonated soda .. 160 
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Two-speed electric drill ..... 160 
Gift-packaged tool sets ..... 160 
Repackaged repair products .. 161 
30-in. lawn hand sweeper .... 161 
Snap ring plier set in kit .... 161 
Exterior aluminum paint ..... 162 
Putty pencils in 12 colors .... 162 
Hand tool floor display ...... 162 
Sprinkler with four heads ..... 162 
Metal rack for six tools ..... 163 
Steel wool polishing pads ..... 163 





pings, small stones, sticks, weed 
seeds and other lawn debris. The 
Grass Catcher’s housing allows 
close trimming on both sides and 
has wheel height adjustment on 





four wheels. It retails for $99.95. 
Lawn-Boy Div., Outboard Marine 
Corp., Dept. HA, Lamar, Mo. 


Item 7 
Wood screw merchandiser 


You can keep a wide selection of 
wood screws sorted and visible on 
National Screw’s wood screw mer- 
chandiser. Merchandiser includes a 
display panel and fixtures for hang- 
ing the assortment of 10 packets 
each of 30 popular sizes and types. 
This 18% x 26 in. unit can stand 
on a counter or be hung on a wall. 
Pieces per packet are varied ac- 
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BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 
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cording to size to allow 
pricing. 
Co., Dept. HA, 2440 E. 75th St., 
Cleveland, Ohio. 


Item 8 
Nine tools in gift cartons 

Nine tools in the Plumb line will 
be in Golden Gift packages during 
the holiday season. The cartons 
are made of gold foil and paper- 
board with a red stripe running 
diagonally across the center. Heads 
and handles of the tools inside the 


carton show through acetate win- 
dows. Fayette R. Plumb, Inc., Dept. 
HA, 4837 Philadelphia, 
Pa. 


James 


Item 9 
Flashlight battery display 

This Eveready Flashlight Bat- 
tery Spacesaver uses space under 
the shelf to spur impulse purchases. 
Twenty-four 2-packs of Eveready 
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uniform 
National Screw & Mfg. 


flashlight batteries can be displayed 
in less than one square foot. Plastic 
coils in the rack automatically feed 
batteries to the front and keep 
them straight and lined up evenly. 
Unit can be clamped quickly to the 


s @ 


need Leakproat 


batteries? FLASHLIGHT BATTERIES 
a BA 


bottom of a shelf. National Carbon 
Co., Div. Union Carbide 
Products Co., Dept. HA, 535 Fifth 
Ave., New York, N. Y. 


Item 10 
Lightweight vinyl gloves 

This Nimble Fingers Unit No. 
982 contains 24 pairs of Sheer 
Pylox (TM) beauty gloves in a 
counter top carton. These light- 
weight, liquid-tight gloves with- 


stand the effects of hair prepara- 
tions. The inner surface is textured 
for nonslip grip when they are 
worn reversed. They retail for 59¢ 
a pair and net a profit of $5.10 on 
your investment of $9.06. 
Rubber Co., Dept. HA, 
Rd., Willard, Ohio. 


Pioneer 


196 Tiffin 


Consumer 


Item 11 
Aluminum filler slat line 

Here’s a new line of painted alu- 
minum filler slats for chain link 





fences. Car-Mac slats slide through 
the horizontal opening of chain 
link fences and can be used for tie- 
in sales with chain link fencing. It 
comes in white, green, yellow and 
pink and in lengths of 100, 500 and 
1,000 ft. Slats are compactly coiled 
and packaged in individual cartons. 
Carey-McFall Co., Dept. HA, 2156 
I’. Dauphin St., Philadelphia 25, 
Pa. 


Item 12 
25-in. rotary riding mower 
Toro’s 25-in. Pony Rider rotary 
riding mower bags cuttings as it 
mows. Leaves can be vacuumed 
with the Wind-Tunnel unit featur. 
ing a 6-cu ft capacity bag and bag- 
ging chute. Its 4.5 hp 4-cycle en- 
gine has a mechanicai governor 
and an oil pump lubricating sys- 
tem. This model has a shifting con- 











ITEM NUMBER ON FREE POSTCARD, P. 141 


trol lever, brake pedal and instant- 
release clutch pedal. It has a 
short turning radius and the cut- 
ting blade locks up automatically. 
Retail price is $349.95. Toro Mfg. 
Corp., Dept. HA, 3042 Snelling 
Ave., Minneapolis, Minn. 


Item 13 
Screw driver assortment 

Irwin’s Ruf’n Tuf heavy duty 
screwdriver is now carded and dis- 
play-packaged. It’s available in 4 
Ruf nal 


> awe 
5 oe vom? 





and 6-in. open stock sizes. An as- 
sortment of 12 tools on hang-up 
cards comes in the counter display 
box shown. Your cost is $9.07 per 
assortment and the 4-in. size re- 
tails for 99¢, the 6-in. size for 
$1.19. Irwin Auger Bit Co., Dept 
ITA, Wilmington, Ohio. 


Item 14 
Paint roller dispensers 

These Wooster - MagiKoter dis- 
pensers fill from the top and serve 
from the bottom. A folding metal 
easel makes it a counter merchan- 
diser or you can hang it on the 
wall. Wire brackets on the front 
hold and display the Jet Roller 
Krames. These metal display mer- 
finished in baked 


- 


enamel, come in 7 and 9 in. sizes. 


chandisers, 


You receive these dispensers with 
the purchase of the regular cover 
and frame selection. A small group 
of these units holds all sizes and 








cover types normally _ stocked. 
Wooster Brush Co., Dent. HA, 
Wooster, Ohio. 


Item 15 
Side lock on drop light 


Four Trouble Lite models with 
permanent Sidelok Cage are avail 
able with 3, 5, 10 and 15-ampere 
current carrying capacity in 
lengths from 15 to 100 ft. This 
handy light has a shockproof han 
dle and a red lever to show when 
the current is on. A wire guide on 





the Sidelok Cage opens for chang 
ing bulbs. Drop-Lite Electric Mfy 
Corp., Dept. HA, 119 Avenue D, 
New York 9, N. Y. 


Item 16 

Aluminum stepladder line 
Werner’s Home Utility No. 370 

aluminum stepladder' has 

deep corrugated steps and front 

rails. An embossed pail shelf holds 


series 


~e 


more than 50 Ib. Steps are 3 in. 
wide and _ ribbed safety 
shoes prevent mars. Comes in 4, 
5, 6 and 8-ft heights, in weights 
of 8 3/16 lb to 17% lb. R. D. 
Werner Co., Dept. HA, Box 580, 
Greenville, Pa. 


rubber 


Item 17 

Wood duck call for $1.95 
Hunters who prefer a wood call 

will want the new Olt Model 200 





wood duck call. This call has been 
tested in the laboratory and in the 
field. It retails for $1.95 and car- 
ries a money-back’ guarantee. 
Philip S. Olt Co., Dept. HA, Pekin, 
Ill. 


Item 18 
Continuous hinge display 


floor 
aurea is needed for this new con- 


Only one square foot of 


tinuous hinge merchandiser. Stan 
ley Hardware’s Salesmaker (No. 
1i-2) holds an assortment of ten 
30-in. and ten 48-in. lengths that 
you select or an introductory as 
(H-302). The H-302 
package including the Salesmaker 
and two each of the most popular 


sortment 


items costs you $53. Prices for in 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 141 





dividual items in this assortment 


range from $1.83 to $3. Stanley 
Hardware Div., Stanley Works, 
Dept. HA, 195 Lake St., New 


Britain, Conn. 


Item 19 

Power equipment promotion 
You can set up a Springfield 

mower and tiller promotion with 

these display materials. Included 

are large Value-rama banners, win- 





dow displays cash register talkers, 
door stickers and literature. Quick 
Mfg., Inc., Dept. HA, Springfield, 
Ohio. 


Item 20 
Display units for locksets 

A series of display units featur- 
ing Corbin’s residential cylindrical 
locksets, called Whirligig Displays, 
can be used at eye-level where cus- 
tomers can try the locksets. These 
displays can be set in bins, on walls 
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or on gondolas. A 3-unit vertical 
display or three individual units 
are available. Display mounts are 
available at the cost of hardware 
only with your purchase of three 
cases of Guardian locksets, includ- 





* 


ing one case of exit locks. P. & F. 
Corbin Div... American Hardware 


Corp., Dept. HA, New Britain, 

Conn. 

Item 21 

Round polyetheylene doily 
Lamps, bowls, figurines and 


vases can be set off with these at- 
tractive 10 in. polyethylene ruffled 
doilies. The lacelike ruffle on Lus- 
tro-Ware’s new doily keeps its 
shape indefinitely, won’t stain and 
is easily cleaned in soap suds. 
Available in white and pastel col- 
ors. Four doilies of one color come 





packed in a printed polyethylene 
bag, punched for hang-up display 
and prepriced at 69¢. Columbus 
Plastic Products, Dept. HA, 1625 
W. Mound St., Columbus 23, Ohio. 


Item 22 
Five-piece tetherball set 


This MacGregor Plylon rubber- 
covered tether ball set includes a 





yellow ball, a two-piece steel pole, 
nylonrope, ground socket, and in- 
structions. Draper-Maynard Co., 
Dept. HA, 4861 Spring Grove Ave., 
Cincinnati 32, Ohio. 


Item 23 
Spray paint in 16-oz cans 
Enamel, lacquer, r etallic and 


clear plastic spray paints in 16-o0z 
directional jet valve cans are avail- 





able in a new Spray Champ line. 
An improved spray head is con- 
trolled, won’t clog and is easy to 
use. A_ self-service display rack 
that takes up less than 4 sq ft of 
floor space is available. Champion 
Bronze Powder & Paint Co., Dept. 
HA, 2101 N. Elston Ave., Chicago 
14, Ill. 


Item 24 
Interior pushbutton lock 


A new pushbutton lock for in- 
terior doors has been added to the 
Dexlock line. The new privacy set 
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You'll never miss a sale 
when you stock thee COMPLETE /ine of Ben Pearson arrows 
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Every archer enjoying this fastest growing of all outdoor sports 


has repeat need for a variety of arrows. Arrows for hunting... _ An arrow for every purpose 
arrows for practice...arrows for target shooting. ...every price 

You serve this need best when you of fame in archery. ee te Target. No. 102-Fleld. 
stock and feature the complete Let Ben Pearson show you how $29.00 a dozen. 

line of Ben Pearson arrows...for this most complete line can best Custom Matched Footed Arrows 
Ben Pearson is the largest pro- serve you and the archers you Nos 105 Gt al, a, oe, 
ducer of the most complete _ serve. $17.95 to $22.95 a dozen. 

selection of arrows in the world. When you stock Pearson arrows, ‘Select Port Ovtord 

It’s the trusted name...the name ‘opportunity knocks often.” wethes ay - 


With Broadheads: Nos. 228, 230, 217, 
219, 220, 221, 222, 225, 226. Without 


-se Wof  a, FSG, af La Broadheads: Nos. 216, 227. $10.00 to 





Quality All-Purpose Arrows 
| N CORP O aad . E OD Nos. 215, 212, 213, 211, 210, 209, 207, 
PINE BLUFF, ARKANSAS 205, 201, 200, 42, 41, 38, 39, 40. $2.00 
; ? to $15.95 a dozen. 
‘‘Where Quality Improves Performance”’ All Prices Less Your Usual Discount 


Write Dept. 88 for the new 1960 Ben Pearson catalog 
Want more facts? Circle 167, p. 141 
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BUYING CHECK LIST Item 25 


Soundproof weather-stripping 
Want more details? Just circle item number on p. 141 Foamedge, a soundproofing and 
weather-stripping product, is self- 
adhesive on wood, metal or plastic. 
Handy for interior installation to 
soundproof doors and _ windows, 
and as a bumper-seal on door stops. 
This product is 3/16 in. in diam- 
eter and is made of soft polyure- 


has a pushbutton in the center of aligning latch, pre-assembled tie 
the inside knob and comes with an screws and a snap-on rose that 
emergency key. It’s available in hides tie screws. It installs easily 
the Atlas round knob, Byron tulip in the standard Dexter’ bofing. 
knob or Cascade tulip insert knob. Dexter Lock Div., Dexter Indus- 
k}xteriors are brass, bronze or alu- tries, Dept. HA, Grand Rapids, 
minum. These locks have a self- Mich. 


CHAPIN 


SPRAYERS AND DUSTER 





' thane foam in pliable vinyl tubing. 
FOR A BANNER YEAR IN SALES! 3 =. Nesting cone packages contain 34 
7 | , 





ft, enough for two doors. Sterling 
Alderfer Co., Dept. HA, Akron. 


Every Homeowner and | Ohio. 
Gardener a Customer... : ‘ 
for CHAPIN’S Modern Designed, ,” A Item 26 


Plastic toilet seat hinge 
Performance-Proved . 
Seat hinges on Town & Country 


Complete Line of Sprayers bathroom seats are now made of 
! Marlex, a heavy-duty plastic that’s 
not affected by chemicals. These 
hinges have a hard, glossy surface 
that is easy to clean and is un- 
affected by extremes of tempera- 
ture. It won’t bend or break. 
Magnolia Products, Inc., Dept. HA, 
Columbus, Miss. 


Send for Item 27 


Open Head : | CHAPIN’S NEW Automatic floor waxer unit 
Compressed : & oa" 1960 Catalog... : 
Air Sprayer Just off the ress. A two-piece tubular metal han- 


Funnel Top , ; 
Comproned Write Dept. HA-I dle is featured on the new auto- 


Air Sprayer 








All Brass 
Continuous 
Hand Sprayer 


NEW! . Push-Button 
All Directional Garden Hose 


Duster Sprayer 


Quality Sprayers and Dusters Since 1887 


MANUFACTURING WORKS, INC, 
BATAYIA, N. Y. 





Want more facts? Circle 168, p. 141 
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matic Wax-O-Matic floor waxer. 
The handle uses the force fit prin- 
ciple but still controls wax flow 
through a trigger mechanism. This 
new unit fits standard broom or 
mop racks for display. Units come 
packed and pre-assembled 6 and 12 
per carton. Lists for $3.95 with a 
three-year guarantee. Master Mfg. 
Co., Dept. HA, 9200 Inman Ave.. 
Cleveland 5, Ohio. 


Item 28 
New three-way light bulb 

A cylindrical-shaped 3-way light 
bulb has been added to Westing- 
house’s line of New Shape Eye 
Saving White bulbs. This 50-100- 
[50 watt bulb has a standard me- 


dium base and a new coiled-coil 


fiiament. The 50 watt filament has 
been improved to last longer. Lamp 
Div., Westinghouse Electric Corp., 
Dept. HA, Bloomfield, N. J. 


Item 29 
Engine for lawn equipment 
A new basic engine unit, called 


the Huski Convertible, has been 


added to Bolens’ 1960 line of out- 
door power equipment. This 4'- 
hp engine unit Is 
riding use with an attachment that 


adaptable for 


includes a frame, seat, handle bar 
An 
unit con- 
verts the Huski to a walking unit 
for a 24-in. rotary tiller, a 24-in. 
reel mower, a 30-in. reel mower 


steering and front wheels. 
easily-attached handle 


(shown), a 24-in. rotary 
unit. The Huski has 

speeds to 3% mph and 
speeds to 1% mph. 
ucts Div., Food 
Chemical Corp., 

Washington, Wis. 


Machinery 
Dept. HA, 


mower 
and a 28-in. rotary snow removal 
forward 
reverse 


Bolens Pred- 


Port 


Item 30 
Bridge table and chairs 
Here’s a bridge table that per- 
mits all four legs to be opened or 
closed with two motions. This ta- 
ble can be attached to another 
bridge table with special clips sup- 
plied free. This Beauty-Fold table 
has aluminum legs, a padded em- 
bossed vinyl top, and weighs 15 Ib. 
Its 34-in. top has a bronze edge 
trim. Matching chairs are alumi- 
num with bronze-tone wire back- 


You’ll Sell More Plastex 


Ve 


because Plastex gives 


you more to sell! 


FLEXIBLE PIPE 


Plastex Polyethylene ... in sizes 
from 4” thru 6” — 75 and 100 psi 
pressure rated — single and twin- 
tube types—lengths to 600’— 
NSF approved. 


SEMI-RIGID PIPE 


Plastex ABS ... in sizes from 4” 
thru 6” — for pressures to 150 psi 
and even greater chemical and heat 
resistance — 10’ and 20’ lengths 
with plain ends, or sleeve-type cou- 
pling one end — NSF approved. 


A COMPLETE LINE OF 
FITTINGS FOR BOTH 
Packaged Nylon and Styrene insert- 
type, for mechanical coupling to 
flexible Plastex Pipe—ABS for 
solvent-weld coupling to semi-rigid 
Plastex Pipe—in every wanted 
style, ultra precision made, NSF 

approved. 


AND NOW, DRAIN PIPE 
AND FITTINGS, TOO! 


Plastex OX ... high strength, high 
impact drain and sewer pipe — in 
2, 3, 4, 5, 6-inch sizes — plain and 
perforated — with sleeve-type fit- 
tings for root-proof solvent-weld 
joints, or dry joints — 10’ and 20’ 
lengths. 


Let us send you complete information 


Tt PLASTEX ©. 


3232 CLEVELAND AVENUE 
COLUMBUS 24, OHIO 
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rests and padded seats. Tables and 
chairs come in white or tan vinyl. 
Tables retail for $14.95, and chairs 
are $7.95 each. All - Luminum 
Products, Dept. HA, 36th and Reed 
Sts., Philadelphia 46, Pa. 


Item 31 

New vacuum bottle stopper 
Leakproof closures are guaran- 

teed with this triple-seal stopper on 


Thermos vacuum bottles. It’s easy 


to screw on and off, odorless and 
easy to clean. It has a plastic 
shoulder that won’t corrode. Amer- 
ican Thermos Products Co., Dept. 
HA, Norwich, Conn. 


Item 32 
Light chain saw for farms 


Here’s a new, light chain saw de- 
signed for farm use. Pioneer’s 
“400” is made of aluminum and has 
a two cycle, one cylinder engine. 
The high output magneto is dust- 
proof and the balanced diaphragm 
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carburetor provides all-position cut- 
ting. The bar has a hardened chain 
track and a Stellite tip and comes 
in 12, 16 and 20 in. lengths. This 
model has .4 pitch planer type 


chains, a saber grip and thumb-flip 
oiler. Pioneer Saws Div., Outboard 
Motor Corp., Dept. HA, Waukegan, 
Ill. 


Item 33 
Plastic screw anchor kit 

Here’s a new heavy duty plastic 
anchor kit called the No. K-9 Hi- 
RED screw anchor kit. It includes 
50 No. 16 x 1 in. and 10 No. 16 x 
1% in. screw anchors, 50 No. 14 


sheet metal type screws, ten 14 in. 


lag screws and one 5/16 in. Hi- 
Twist masonry drill. Holub Indus- 
tries, Dept. HA, Sycamore, Ill. 


Item 34 
Thermoplastic file handles 


These new type file handles com- 
bine lightweight handling comfort, 
durability and attractive appear- 


ance. The handle increases filing 
efficiency by aiding correct file grip. 
Handle is square to prevent rolling 
on bench when attached to round 
or tapered file. Handles are made 
of high impact thermoplastics in 
orange with black caps. Danielson 
Mfg. Co., subsidiary of Nicholson 
File Co., Dept. HA, Danielson, 
Conn. 


Item 35 
Oscillator lawn sprinkler 

A new lawn sprinkler, called the 
Medalist, waters an area up to 40 
x 60 ft. Nylon gears and a power- 
ful water motor are featured in 
this Allen unit. Its oscillating arm 
is timed to distribute water evenly 


and slowly. W. D. Allen Mfg. Co., 
Dept. HA, 650 S. 25th Ave., Bell- 
wood, Ill. 


Item 36 
Masonry bit display panel 
Self-dispensing display panels for 
Cyclo-Twist, Cyclo-Core and Thun- 
der-Twist, carbide-tipped masonry 
bits are only 8 x 15 in. They come 
with hooks for attaching to walls 
or perforated panels. Each display 
includes popular sizes of individ- 





AMAZING NEW ACRYLIC 
HOUSE PAINT DRIES IN 
MINUTES ! ss: aii ce 


110 years of technical “know-how.” 


NOW PROTECTING AND BEAUTIFYING 
THOUSANDS OF HOMES ALL OVER AMERICA 








b/hister »-40X 
uco-tex 


acrylic exterior 
Re paint 


Lucas LUCO- TEX 


Increase Your House Paint Business 20% 
Increase Your House Paint Profits 100% 


For complete information WIRE COLLECT 
JOHN LUCAS & COMPANY INC. 


A Great Name in Paints for over a Century 
1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
Want more facts? Circle 170, p. 141 
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ually packaged bits. The envelopes 
are punched and eyeletted. Mer- 
chandisers are free with balanced 
stock orders of these three masonry 
bits. New England Carbide Tool 
Co., Dept. HA, 55 Commercial St., 
Medford 55. Mass. 


Item 37 
Floor finishes in display 

You only need 21% sq ft of floor 
up this display rack 
The 
rack 
shelves 


Val- 


space to set 


for Valspar clear finishes. 


bronze-finished tubular. steel 
wrought iron 


silk 


has seven 


and has a screen sign. 











spars new epoxy floor finish is also 
displayed on the rack. Valspar 
Corp., Dept. HA, 7 E. 


Ave., Ardmore, Pa. 


Lancaste) 


Item 38 
20-in. wide snow remover 


last, easy starts in all weathe 


are featured on the 1960 Reo Super 


Snow Throw, a self-propelled snow 
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remover 
starter. It 
blade, adjustable rotor height and 
“i quick-start engine. 
clears a 
throws 
with 
is available with the new impulse 


with mechanical impulse 
has a powerful rotor 
This machine 
path and 
snow and ice 15 ft 
a directional snow chute. It 


20-in. wide 


away 


starter at slight extra cost or with 
auiomatic rewind starter. Moto) 
Wheel Corp., Dept. HA, Lansing 8, 
Mich. 


Item 39 

Holiday header for plugs 
Christmas 
6-unit 


Here’s a_ special 
header for Vocaline’s 
Perma-Plug counter display card. 
This header points out the need 
for extra electrical outlets during 
the holidays. It is easily removable 
after the Christmas season, 
Perma-Plugs contain four perma- 
nent outlets and sell for 69¢ in 


brown and 79¢ in ivory. Vocaline 
Co. of America, Dept. HA, Old 
Saybrook, Conn. 


Item 40 
Masonry sealer compound 


Borden’s new masonry sealer 
compound, called Hydrocure, locks 


Sea See £6 
pEtaagk. eit * F 
Masonry seace® 
ow 4 


“ we 
“2 Be+cnaen't - 
bes 


out water pressure up to 1% ton 
per square foot in wet basements 
and swimming pools. The two-part 
sealer is handy for all porous ma- 
sonry surfaces. It is available in 
three basic sizes. The medium size 
unit, shown, comes in a re-usable 
pail. Borden Chemical Co., Dept. 
HA, 350 Madison Ave., New York 
17, N. Y. 


Item 41 

Picnic table frame carton 
Gerber’s display carton for the 

Model No. PT-69 Easy Fold picnic 

table frame illustrates features of 

the table and has a die cut carry- 


ry: Ele Fare 


pen y EQ REA PPO A ayy aid be OI a 


ing handle. It’s printed in yellow 
sind black on a white background. 
Gerber Wrought Tron Produets, 
Dept. HA, 2540 Farrar St., St. 
Louis 7, Mo. 


Item 42 
275 springs and cabinet 

A new Junior spring assortment 
of 33 kinds has been added to the 
Admiral Select-A-Spring line. The 





rma ae 


, 


“ys HARDWARE 124. 
: #78 gst 


ONE SALE JOINS ANOTHER 


..- WITH ACME STEEL CORRUGATED 
FASTENERS— Capitalize on the traffic building 
sales of Acme Steel Corrugated Fasteners. In a hard- 
ware store, more than any place else, one thing leads 
to another. By placing several cartons at different points 
in your store, you can call attention to allied items all 
the year around. Place cartons near your displays of 
hammer and tools, paint and sundries, garden tools and 
supplies, builder’s hardware and fasteners, or in any 
department of your store, and watch your tie-in sales 
go up. Acme Steel Corrugated Fasteners sell themselves 
and many allied hardware items, too! 

Read the chart and order your supply now! See your 


ACME 
STEEL 


Want more facts? 


jobber or write to: Dept. HAC-109, Acme Steel 
Products Division, Acme Steel Company, Chicago 27 
Illinois. In Canada, Acme Steel Company of Canad. 
Ltd., 743 Warden Avenue, Toronto 13, Ontario. 


Number per box 





Fastener Depth Corrugations 





100 
50 or 100 
50 or 100 
50 or 100 

100 














(5 corrugations approximate 1°) 
Corrugated Fasteners are also packed in bulk, 500 to a carton 


CORRUGATED FASTENERS 


Circle 171, p. 141 
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assortment comes in a four-drawer 
cabinet with 33 numbered 
compartments. Small and large ex- 
tension springs are 
included. Dealer cost for 275 as- 
sorted springs is $19.96 including 
the free compartment cabinet. Ad- 
miral Spring & Mfg. Co., Dept. 
HA, 61 E. 11th St., New York 8, 
N. Y. 


steel 


compression 


Item 43 

Low-priced caulking guns 
Several low price, half barrel 

cartridge loader caulking guns have 

been added to the Vital Products 


line. Model ER-3, shown, is a cradle 
gun with a round opening in the 
end-cap for spouted cartridges. In- 
cluded in this line is Model ER-3S, 
a drop-in gun with a slotted end- 
cap for loading with spouted car- 
tridges and Model ER-3N, a car- 
tridge loader with a_ threaded 
nozzle for plain or spouted car- 
tridges. Vital Products Mfg. Co., 
Dept. HA, 7500 Quincy Ave., Cleve- 
land 4, Ohvo. 
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Item 44 
Floor maintenance machines 


A 13-in. brush spread size has 
been added to the improved Chal- 
lenger line of floor maintenance 
machines. Easy-to-change attach- 
ments permit polishing, waxing, 
scrubbing, buffing, and steel wool- 
ing. The Special DeLuxe model 
(left) has automatically retract- 
able wheels and dual trigger safety 
switch. The Commercial has a 


single trigger switch and fixed 
wheels. Holt Mfg. Co., Dept., HA, 
669 20th St., Oakland 12, Calif. 


Item 45 


Redwood doors and shutters 
Clopay Tropix-Weve doors and 
shutters are available in sliding or 
bi-folding styles in standard and 
custom sizes. These doors and shut- 
ters are made of redwood with 
panels of woven redwood or with 


fiber glass inserts. Clopay Corp., 
Folding Door Div., Dept. HA, Clo- 
pay Square, Cincinnati 14, Ohio. 


Item 46 
Vise for wood and metal 


Here’s an _ economically - priced 
combination vise with wood clamp- 


ing and metal clamping jaws. The 
Universal Turret Vise converts 
quickly from one type of work to 
the other. Wilton’s new vise has a 
6-in. maximum opening, 3 x 7 in. 
woodworking jaws, 1 x 4 in. ser- 
rated steel jaws and a pipe-holding 
capacity of 4 to 4% in. Wilton 
Tool Mfg. Co., Dept. HA, Schiller 
Park, Ill. 


Item 47 

Gift-packaged plier set 
Kraeuter’s precision pliers are 

available in a gift-wrapped set for 





' + q } } J i 
“e \/ INN : 7 


Le <oer 


the Christmas season. Individual 
pliers also come in this wrapping 
featuring a smiling figure of Santa 
Claus. The individual packages can 
be hung up for display purposes. 
Kraeuter & Co., Dept. HA, Newark 
2. Bs €. 


Item 48 
Lighting fixture display 
With this Progress display you 


ean add a lighting fixture depart- 
ment without subtracting space 
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TWO GREAT, NEW GARDEN LINE ITEMS 


FL] 


Just FLIP | 
forany spray 
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The Freshest Nozzle Idea in Years! 

Not merely a new nozzl/e, but a 

totally different approach to hose 
nozzle engineering! 


Classic in design! Masterful in simplicity! 


“FLIP’ operates upon an entirely new principle, 
never before known in hose nozzles. 





No springs to rust. No lever to cramp the hand. No 
lock nuts to adjust. Nothing to get out of order. 


A gentle touch of the thumb adjusts “FLIP” for any 
spray. In a single half-turn, it goes from fine mist to 
jet stream. 


Positive, leak-proof shut-off. Comfortable shaped 
grip. True one-hand control. 


In rust-proof metal, chrome plated. 
In VISTA-PAK Display cards or in bulk. 











The revolutionary, new Re-usable Hose 
Menders and Couplings that have 
obsoleted every other mender and 
coupling ever made. 


KLAMPON 


PATENT NO. 2,725,246 








KLAMPON MENDER-COUPLING 


Mends plastic or rubber hose instantly; or 
couples two pieces of plain-end hose. The only 
tool you need is your thumb; just press the lever 
down for a leak-proof, pull-proof, blow-proof 
lifetime connection. Lift lever to remove. Solid, 
rust-proof metal; tempered steel spring 





KLAMPON FEMALE COUPLING 


Converts a plain hose end into a female 
connection; or replaces a worn, bent, leaking 
coupling as quickly as you can bend your thumb. 
All you do is insert the hose and press the lever 
down. Just lift to remove. Made of solid, rust- 
proof metal; tempered steel spring. 





KLAMPON MALE COUPLING 


Converts a plain hose end into a male connec- 
tion; or replaces a tired, old, leaky coupling 
with the same ease and speed. No prongs to 
pound. No threads to turn. No clamps to tighten. 
Just press the lever down. Made of solid, rust- 
proof metal; tempered steel spring. 


SIZES; 7/16", 1/2”, 5/8” — in VISTA-PAK Display Cards. Ask your Jobber or write us. 


Write for 1960 Catalog of Modern Garden Hose Accessories 


FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
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GLENVALE 
BALL COCKS 


“Top Brass” 
In any tank 


Quiet — Long Lasting 
Simple Design 


Meet All Federal 
Specifications 


Performance Tested 
For 10 to 200 Lbs. 
Pressure 


Regular #GP-99 
Anti-Siphon +GP-10 





New simplified Glen- 
vale design lasts longer 





f — operates quietly — 
H and assures a positive 
H seal. You'll find Glen- 
1 : vale brass alloy ball 
‘4 cocks prove out suc- 
| : cessfully in every in- 
: it Stallation. Sold by 
4 leading jobbers every- 
: q. where. 
ai " 
a7 PACKAGED COMPLETE 
7 READY TO INSTALL 
4 FIT PRACTICALLY ALL 
is TANKS 


ASK YOUR JOBBER 
FOR FREE DISPLAY 


GLENVALE 


PRODUCTS DIVISION 
Hoover Ball & Bearing Co. 
MALVERN, ARKANSAS 











~ ba ’ 
OS es Be mS ee 
Be 
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from other departments. The dis- 
play is adaptable for use over coun- 
ters. Four metal uprights hold a 
canopy-like top where 32 popularly- 
priced fixtures are displayed. Be- 
tween $500 and $600 worth of mer- 
chandise can be displayed in this 
32-sq ft area. Progress Mfg. Co., 
Dept. HA, Castor Ave. and Tulip 
St., Philadelphia 34, Pa. 


Item 49 

Rack for 15 plastic boxes 
Vichek’s new self-service Trans- 

Box display rack holds 15 of these 

plastic boxes. The lightweight steel 

rack can be put on walls or coun- 


ters. An aluminum top sign lists 





uses and there are aluminum price 
tags for each of the eight different 
size boxes. The display rack is 
ll’, x 84, x 23% in. A back-up 
stock of 25 additional boxes, the 
display and its boxes are packed in 
parcel post cartons. Vichek Tool 
Co., Dept. HA, 3001 E. 87th St.. 
Cleveland 4, Ohio. 


Item 50 
Two garden hose sprayers 
Bradson’s Twin Pack of unbreak- 
able, nonclogging garden hose 
sprayers features a Lawn-N-Tree 
Gun, a Shrub-N-Garden Gun and a 
detachable shut-off valve for $3.99, 
regularly a $4.94 value. The 15-gal 
capacity Lawn-N-Tree gun shoots 
an &-ft wide fan spray and the 
Shrub-N-Garden sprayer has a 5- 


wPack *33 


4.0% VALUE © ’ 





gal capacity and produces a misty 
4-ft wide fan spray. Bradson Co., 
Dept. HA, 2165 Kurtz St., San 
Diego 1, Calif. 


Item 51 
New paint and enamel line 
Seidlitz Marine Craft Finishes 
are available in 170 colors through 
the MultiTint System. Initial stock 
assortments include a merchandis- 
ing floor rack, an electric window 
display sign and an advertising 
and display kit. Included in this 
Yacht Gloss White, 
undercoater, metal 


new line are 


spar varnish, 


TTTT 











primer and Hunter’s Drab for duck 
boats and blinds. Seidlitz Paint & 
Varnish Co., Dept. HA, 18th and 
Garfield, Kansas City, Mo. 


Why modern merchandisers have 


switched to r ASY: H EAT 


electric freeze-protection 


Item 52 
Sliding food storage bin 

Fruits, vegetables or household te 
items can be stored easily in Dor- Rasy-HEAT 
metco’s deep steel mesh bin. Food aN cst ma gives me a choice 
spoilage is reduced with the open- ve. Le vo} am ok- Cod. e- fellate nae 
air design of the Glide-Out Bin. A — ian & 
heavy-gauge steel track allows the 
bin to slide out easily. It can be 
installed quickly with four anchor 
clips provided. The 914 x 8 x 214 







Choice of individual, illustrated 
boxes, easy to stack, display; 
or clear-view “Poly” bags with 
headers punched for hanging. 
Self-service ‘‘salesmen”’! 






| “Rasy HEAT 
at: t-Oe- ote) Olah d-laed of- lot amaar- aa 
a traffic stopper!” 


Profit-pack No. 3742! Not a dump 
box—offers bags and boxes in a 
working displayer. The 2 fastest- 
moving sizes, plus Fiberglas. Dealer 
gets display bonus, 354% profit! 





in. bin lifts out separately for coun- 


ee HE ; 
ter use. It sells for $4.95. Dormet- Rasy H AT iS SO 
co. Ine... De pt. HA, 23280 Westwood easy to use, to 
lus 98 Angeles 64 ‘alit 
Blvd., Los Angeles 64, Calif. oe show, to sell T basy-HEAT 
advertises heavily ta get 


me more customers!” 
Item 53 


Two leakproof tackle boxes 
Two new hip roof Royalite tackle 
boxes have been added to Umco’s 
1960 line. Models 1000R_ and 
LOOORS are each 18 x 9 x 9Y, in. 
















QUALITY, TOO! These automatic 
and non-automatic Heat Band Kits are 
pre-assembled for the do-it-yourself 
market. Every unit guaranteed. You'll 
sell EASY-HEAT for water pipes, roofs, 
gutters, downspouts, poultry fountains, 
milk houses, mobile-home plumbing! 
Tell your wholesaler you've switched to 
EASY-HEAT;; or write direct, today. 





Write for facts on EASY-HEAT's 
new electric SNO-MELTER for use 
under concrete walks and drives! 





and have seven cantilever trays 
with Lur-Gard tray liners. Mode] 
1000R, shown, has 53 lure com- 
partments. A new Shur-Seal leak- | EASY-HEAT, INC., “Electric Anti-freeze Devices" 
proof extends the length of the Dept. HA, Lakeville, Indiana 
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case to prevent leakage. Tackle and 
gear can be placed in a large stor- 
age area under the trays. The 
boxes come with two safety locks 
and copper anodized aluminum ex- 
terior hardware and retail for 


Item 54 
Siphon for carbonated soda 


Sparklet Refillable Syphon makes 
sparkling club soda for one drink 
or a whole party, easily and inex- 
pensively. It transforms tap water 
into club soda and makes sparkling 
wine drinks from still wine. A 


$29.95 each. Umco Corp., Dept. HA, 
Spring Park, Minn. 






















AA 
\ NY 


YS 





Hardware men know that in every product one quality 
brand stands out. In hose clamps that brand is 
AERO-SEAL often copied, never matched. AERO-SEAL 
JET clamps have an exclusive patented quick-attach 
feature, plus the famous AERO-SEAL precision 

worm drive screw that tightens evenly all around, 





never shakes loose or snaps open. Bands and housings 
ave of 302-18-8 stainless steel - won't corrode. 
There’s more profit and more customer satisfaction in 


AERO-SEAL JET OR REGULAR AT THE SAME PRICE, 


4ew-Seal JET 
QUICK-ATTACH HOSE CLAMPS 


BREEZE CORPORATIONS, INC., 700 LIBERTY AVENUE, UNION. N. J. 
Want more facts? Circle 175, p. 141 
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small replaceable bulb makes a 
quart. The Syphon comes in cop- 
per-gold and black, turquoise and 





yellow or silver and red. Knapp- 
Monarch Co., Dept. HA, 3501 Bent 
Ave., St. Louis, Mo. 


Item 55 
Two-speed electric drill 


This new Shopmate two - speed 
14 jn.-¥4 in. power drill gives in- 
stant full power on either speed 
range. Model SD-122 has a 5 amp 
motor, a dynamcially balanced ar- 
mature and a multi-ball thrust 
bearing. A small chuck offset en- 
ables the operator to drill close to 
corners or walls. The drill has alloy 
steel gears, 3-jaw geared chuck and 





key and an auxiliary handle. Speed 
ranges are 550 and 2000 rpm. Port- 
able Electric Tools, Dept. HA, 320 
W. 83rd St., Chicago 20, Ill. 


Item 56 
Gift-packaged tool sets 


Nine Oxwall tool sets are offered 
in skin-packaged, prepriced fold- 
ers for the holiday season. A 19-pc 
socket screwdriver set with a plas- 
tic kit, a 14-pe wrench plier screw- 
driver set, a 9-pe plier tape screw- 
driver set and a 5-pe screwdriver 














901 








set are included in this gift-pack- 
aging. Oxwall Tool Co., Dept. HA, 
928 Broadway, New York 10, N. Y. 


Item 57 
Repackaged repair products 


Savogran’s three powdered prod- 
ucts, Dirtex, Level-Best and Crack 





Filler, are now packaged in a re- 
designed carton with a carrying 
handle. This new packaging is 
available on 25 lb containers. Savo- 
gran Co., Dept. HA, Norwood, 
Mass. 


Item 58 
30-in. lawn hand sweeper 

This 30-in. Imperial hand sweep- 
er features the Lambert Hite-Se- 
lector for immediate positioning of 





brush height and front shield ele- 
vation. These units can move from 
lawn to paved area sweeping in 
seconds. Other features are a 


614-bu canvas lift-out hamper and 


new wide-track cross tread tires. 
Lambert’s Imperial model retails 
for $49.95. Three other models 
range from $29.95 for the 25 in. 
Ambassdor to $159.95 for the 30 
in. Continental power sweeper. 
Lambert Inc., Dept. HA, Dayton, 
Ohio. 











Item 59 
Snap ring plier set in kit 


These two popularly priced snap 
ring pliers to remove and replace 
internal and external snap rings 
and retaining rings come in a wide 
range of sizes. The pliers feature 
interchangeable points, angled at 
15, 45 and 90 deg with point diam- 
eters of .039, .047, .074 and .090 in. 
Points are of hexagon steel and are 
aligned and locked in hex-sockets to 
prevent twisting in use. No. 444 





twin pack 










bright, new 


SUN RAY packs 


spark steel wool sales! 






Three new colorful Sun Ray Steel Wool 
packages stop the eye, start the sale... . 
encourage self-service and impulse buying. 
Handy, informative packages suggest doz- 
ens of uses and the right grade for each 
job. Dependable quality of long, resilient 
strands of finest Sun Ray Steel Wool builds 
repeat volume for you. 

TWIN PACK with 16 layer-built pads di- 
vides into two complete 8 pad packages 
for sales flexibility. Available in 7 grades. 

3-IN-1-PACK holds assortment of 6 big, 
handful-size layer-built pads . . . two each 
of fine, medium and coarse grades of steel 
wool in each package. 


bulk pound tubes 


ONE POUND BULK TUBES are economi- 
cal buy for home, shop and general indus- 
try ... available in 7 grades, also 3 grades 
of shavings. 

Order Sun Ray from your jobber today, 
or write for free descriptive literature to: 
THE WILLIAMS COMPANY, London, Ohio. 


Su Kay 


STEEL WOOL 


LAYER.BUILT PADS © JEX HOUSEHOLD PADS © BULK POUND TUBES 
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AMERICAN MADE 
TO 
AMERICAN 
STANDARDS! 


JEFFERSON 


Stocks the World's 
Largest Supply of 


SOCKET SCREW 
PRODUCTS 
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Immediate Shipment! 
DISTRIBUTOR'S DISCOUNT 
| Without Minimum 

Stock Requirement! 








SOCKET HEAD 


; ENN CAP SCREWS 
parbeneo0r po 00 (ALLOY AND 


STAINLESS STEEL) 
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SOCKET SET SCREWS 
{ALLOY AND 
STAINLESS STEEL) 


HEXAGON KEYS 
AND KITS 
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SHOULDER SCREWS 








FLAT HEAD 
SOCKET CAP SCREWS 
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BUTTON HEAD 
SOCKET CAP 
SCREWS 








Write for 
64-page Catalog today. 
Try us on your next rush order! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N.Y. 
$Pring 7-8400 
Want more facts? Circle 177, p. 141 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 141 


























set includes both pliers and nine 
pairs of interchangeable points in 
The set comes in a 
transparent plastic kit. A-D Mfg. 
('o., Dept. HA, Lancaster, Pa. 


a plastic box. 


Item 60 
Exterior aluminum paint 
Sheffield’s Siliconized Super Hot 
is a heat-resisting aluminum paint 
for exterior surfaces. It can be 
applied by brushing, spraying or 
dipping to all surfaces and will air 
dry in 30 minutes and can with- 
stand temperatures up to 1600 deg 


by indirect heating. Comes in 
quarts to 55 gal drums. Sheffield 
Brouze Paint Corp., Dept. HA, 


17815 Waterloo Rd., Cleveland 19. 
Ohio. 


Item 61 
Putty pencils in 12 colors 

Magic Woodblend Putty Pencils 
are handy for filling nail holes, de- 
fects, scratches and small cracks in 
wood. Pencils are beveled on both 


Mis 4 Magic 


=a ewes ower. 
wee tmbte te 1F cokers 
= menk off weturel 
weed trenher! 
rurtyY rarer 





WOODBIEND 


ends. These Putty Pencils are 41% 
in. long, come in 12 wood-matched 
colors and recommended for use on 
pre-finished plywood. They are easy 
to use and come packaged 12 of a 
color in display cartons. A counter 
display of 6 doz. assorted colors is 
also available. Magic Iron Cement 
Co., Dept. HA, 5403 Bower Ave.., 
Cleveland 27, Ohio. 


Item 62 
Hand tool floor display 

This compact display for True- 
craft hand tools can be set up in 


ia «en 4, 
OK + 






3 sq ft. Its sloping display table 
is about 40 in. high and handy for 
customers to select from 126 units 
of 15 different hand tools. Ham- 
mers, hack saws, pliers, wrenches, 
twist drills, tin snips, squares and 
hex key sets are included. Your 
for the assortment is $73.96. 


cost t 
Tools retail for 88¢ each and pro- 
vide a gross profit of $36.96. The 
merchandiser comes with the as- 
sortment Truecraft Tool Co., Dept. 
HA, 2425 S. Michigan Ave., Chi- 
cago 16, Ill. 


Item 63 


Sprinkler with four heads 


Model No. 102 of Lafayette’s new 
100 Series features four sprinkler 
heads that perform different func- 
tions. Two nozzles provide cone- 
like sprays, a third nozzle throws a 
jet spray to distant areas and a 
fourth ball-shaped nozzle provides a 
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CAMPBELL CHAIN 


brings you the best 


cept THRU oreo igre. 
re, 


pssst 
ill 
ral vail 
“ 


| GARADO. CALIF. 


gentle fan spray for close-up areas. 
An area 43 ft in diameter can be 
watered with this unit. The Cycolac delivery and service! 
base won’t rust, chip or discolor. 
Other features are solid brass, 
chrome-plated arms and post, and 
aluminum runners. Sells for $3.25. 
Lafayette Brass Mfg. Co., Dept. 
HA, 409 Lafayette St., New York : 
o, Nee. ‘Yous, the new. Alvarado plant gives Campbell’ Chain complete 
manufacturing facilities all across the country. This means real 
convenience for local commercial, industrial and automotive 
Item 64 markets—right down to same-day or overnight shipment! The 
Metal rack for six tools Campbell warehouse and factory facilities are organized in a 
New yellow and black metal dis- nation-wide network—to assure you the best delivery and service. 
plays, only 14% x 2% in., hold one 


each of six Vise-Grip models. This 





The complete Campbell line includes welded and weldiess chain in every size and grade. 
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INCO PATTERN COIL CHAIN 
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le — one LOCK LINK FATTERN COIL CHAIN 


MACHINE CHAIN—TWIST AND STRAIGHT LINK 


—— — ————— JACK CHAIN—SINGLE AND DOUBLE 
space-saving display unit can be ec — 


used in window, wall or shelf dis- COIL CHAIN—TWIST AND STRAIGHT LINK 
plays. Petersen Mfg. Co., Dept. 
HA, DeWitt, Neb. 
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PASSING LINK CHAIN 
Item 65 Cem | a a 


Steel wool polishing pads ) . i ~ 
; . ELE te WELDLESS CHAIN ASSEMBLIES 
Steel wool pads with snaps are bees _ —_ 


available from Red Devil Tools for SASH CHAIN OF Na ay 
| aie CELT CEER A gt EL EE 
its model FP-33 Houseboy home a 


af 
° ry aed * 
floor polishers. They cost you 67¢ OOOO 4 ‘ one y,, 
; oe a i nit ren. terms, TG i SF me 
a pair and retail for $1 a pair. Six | | aoe 





























pads snap into place on the driving 





shafts of the Houseboy and dry Specifications are available for a// Campbell items 
clean wood floors. Red Devil Tools. from your Campbell wholesaler or write direct. 


Dept. HA, Union, N. J. CAMPBELL CHAIN Company 


FACTORIES: York, Pa.; West Burlington, lowa; Alvarado, Calif. 
; facts? Circle 178, p. 141 WAREHOUSES: E. Combridge, Mass.; Atlanta, Ga.; Dallas, Texas; 
wan? eens coe seansbetede 7 Chicago, Il!.; Portland, Ore.; Seottie, Wash.; Los Angeles, Calif. 


Makers of Famovs CAMPBELL Jiffy Lug-Reinforced TIRE CHAINS 





Protits 
from 


hobbies 


How to build traffic and sales by 
featuring repair services and trade-ins 


for the hobby market among adults 


Hardware dealers find that model trains are good 
traffic and profit makers if they handle these lines 
right. Some dealers turn these lines into a major de- 
partment. 

Charles Judy, of the Berkeley (Calif.) Hardware 
Co., did this with his model railroad department. 
Model trains and related items now account for 20 
percent of the store’s gross sales. During December 
of each year fully half the volume is done in these 
lines. 

This 12-month display takes up about one-sixth of 
the store’s floor space. 

When Mr. Judy speaks of model railroads it is not 
as a fan. He operates the department because he 
finds it is a traffic builder and profit maker. He di- 
rects his mode] train sales messages and advertising 
to the adult hobbyist. This customer, once bitten by 
the model train bug, rides his hobby horse at full 
gallop. He works at it all year, constantly expanding 
his model display. 

He is a member of a club devoted to this activity, 
so the word spreads and more and more people drop 
in to Berkeley Hardware to see what model railroad- 
ing is all about. However, while Mr. Judy may num- 
ber university professors and business men among 
his train shop customers, he still does not overlook the 
young people. He has observed that some boys who 


Packaged cars and accessories are displayed on perforated panels from floor to ceiling. 
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@ Compare Capitol U.L. Unions with @ Larger sizes are all forged-steel, 


any other unions. Check workman- smaller sizes machined from solid 
ship, dimensions, weight, and fin- bar steel. High tensile strength — 
ish; perform any test within their no porosity — no sand holes. 
pressure rating — then, compare 

prices. @ Packaged in convenient quantities 


with each carton displaying the U.L. 





Listed by Underwriters’ Laboratories 








for use with all piping applications, - Seal. 
including hazardous liquids up to 
250+ Steam Pressure. ‘ 


MANUFACTURING CO. 


DIVISION OF HARSCO CORP. 
COLUMBUS, OHIO 











Profits from hobbies 


{ Continued ) 


have profitable paper routes often out-buy high-income 
yrownups. 

It is necessary, he said, to build up a trade over a 
long period of years. Mr. Judy has operated his store 
since 1945 and has had a model train department for 
the past 10 years. Berkeley’s railroad section occu- 
pies an 11 x 35-ft alcove at the far end of the store 
and there are 2200 sq ft of floor space in the main 
part of the store. 

Most of the year the train counter is covered by 
one man, but in December there are three of four 
full-time clerks there. One part-time employee works 
year-round in the model train repair department lo 
cated upstairs. It consists of a well-equipped bench, 
several shelves of spa.« , arts, and a small track lay- 
out for testing overhauled units. 

When part-time help is needed model railroad fans 
are employed. 

Miniature railroading is something you can’t dabble 


in, Mr. Judy warns. You must have a good inventory, 
but at the same time refrain from overbuying. 

“Tl advise just feeling your way in,” he said. 

“You might join a rail fan group, or sit in on some 
of their meetings.” He also suggests reading monthly 
model railroad magazines to get market slants. 

His store always offers a price leader, such as a 
complete model train outfit for $9.94. Last Christmas 
season more than 100 such outfits were sold. They 
were promoted in newspaper advertising and in a 
large sign all the way across the front of the store. 

Right after Christmas he followed up quickly with 
« similar offer of a small starter train set for only 
$5.94. His theory is that in model railroading it’s 
the repeat business that counts. 

The model train inventory is chiefly in HO types. 
HO trains are most popular because a fan can start 
for less money, and his track layout takes up very 
little space. 

Most train volume at this store is in complete out- 
fits priced from $5.94 to $25. There is a good deal of 
price competition in the sale of outfits. Kits comprise 
a large share of the firm’s total train sales because 
there is less price competition on them than on outfits. 

Serious hobby fans are the chief kit buyers and so 
the firm devotes four-fifths of its model train adver- 

(Continued on page 207) 


Charles Judy inspects packaged parts tor model locomotive kits. 
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Get the extra value of WIS 


ITH these bold, bright, Lamson 
Wraeies labels, you can fill orders 
faster — with fewer mistakes. Even in 
dimly lighted stockrooms, you can 
easily spot the right fastener on top- 
most shelves. Labels are printed in 
different colors, for easy product 
identification. 

Inside the carton, as well as outside, 
you get the best from Lamson. You get 


* ‘ 


t. 








Bil 


fasteners made to top quality standards 
in the industry’s most modern plants. 
You get the benefits of one-source 
buying, from the Lamson complete 
line. “Bulk up” your orders to save 
handling and delivery costs. 

Your Lamson Distributor is our 
working partner in bringing you the 
easiest-to-handle, easiest-to-sell line of 
fasteners in the industry. 








LAMSON & SESSIONS 


5000 TIEDEMAN ROAD + CLEVELAND 9, OHIO 
Plants in Cleveland and Kent, Ohio * Chicago and Birminghar. 


Want more facts? Circle 180, p. 141 
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/ko easy fo sell 





NATIONAL 


PRODUCTS 


they’re conveniently 
packaged, easy to install, are made 
of the finest materials, and are priced 
for fast turnover. Place a sample 
order today and you'll soon learn 
they’re real money-makers. 


VINYL-INSERT THRESH 
OLDS—No exposed 
~ Ascrews, no hook strips. 
3 widths (13%4", 32", 4”) 
—any length. 





TWO-IN-ONE WEATHER- \ 
STRIP—A doorstop-weath- 
erstrip combination for 
windows or doors. Comes 

in 7’ lengths. 





” 


PACKAGED WEATHER.- 
STRIP—Bronze and alumi- 
oum—in standard sizes or 
17° and 100’ rolls. 








SEALER-STRIP—Metal and 
felt weatherstripping. 17’ 
of material in each box. 





INTERLOCK THRESHOLDS, 
SILLS, SADDLES—Wide 
range of designs— all pre- 
cut ready for installation 





LINOLEUM BINDING AND 
EDGING—Brass, aluminum 
or stainless steel—in clear 
plastic packages (12’), or ’ 
75’ lengths. 


screws needed. Comes in 
6’ lengths (bulk) or in cut 
sets. 


a “CASE-TITE’’ SNAP-ON 
Ce” 3, WEATHERSTRIP—For metal 
casements. No nails or 


METAL AND FELT DOOR 
SWEEPS—Choice of 
materials—3 metals, 
2 colors, 2 felts. 


ORDER FROM YOUR JOBBER TODAY 
OR WRITE FOR CATALOG 





NATIONAL METAL 
PRODUCTS COMPANY 


National Metal Products Co. 
2 Gateway Center, Pittsburgh 22, Pa. 
Want more facts? Circle 181, p. 141 
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Display leads to impulse sales 
in pet supplies department 


Pet supplies prove to be a big 
impulse line when taken out 
of hiding and put up where 


customers can see them. 
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Salesman checks stock in wall display where demand line is seen by customers 
browsing in the tool and gun sections 


A 10-ft display of dog leashes, collars, muzzles sells this merchandise 
52 weeks of the year for Wakefield Branch Co., Wakefield, R. I., hardware 
and building supply dealer. This display is on the previously unused back 
of an aluminum item display. 

Hardware manager Charles J. Stickley says dog supplies are demand 
items which sell fast at stores where dog owners see effective displays. 


Sold without advertising or promotion this is a good 12-month staple 
line at Wakefield Branch. @ End 
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NEW for ‘60 
7 “SHOPPER STOPPER” 
HOSE GOODS CARD 
MERCHANDISER 
featuring 


"Shoum-alloy" 


SHERMAN 
“LONG GRIP” 
CLINCHER COUPLING 


"§ hae alloy 












SHERMAN 
RE-USABLE 
COUPLING 






ASK YOUR JOBBER REPRESENTATIVE ABOUT Sjfyyn-alloy 


See us in Booth 771 at the National Hardware Show; 
Booth 149 at the Mid-America Show! 
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H. B. SHERMAN MANUFACTURING CO., Battle Creek, Michigan 
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Our most successful dealers are 


TWO-BAR MEN 


While one Atlas Tack and Nail Bar 
sells on the counter, the other is ‘‘out 


back” ... always ready for action 


It’s the smart, efficient, profitable way to 
keep stock moving! Use one No. A-200 
Atlas Tack and Nail Bar as a counter sales- 
man (takes only 1 ft. of counter space, 
holds 200 boxes). Have a second fully 
stocked in the back room. 

As stock of the counter bar becomes 
depleted, simply remove the rack for re-stocking and replace it with 
the full bar. In this way you have one bar selling at all times. 
The other represents your inventory . . . can be filled at leisure. 

Dealers who use this method are enthusiastic about its success. 
They turn stock at least 5 to 7 times a year — make more money. 

This is only one of many ways in which dealers benefit with Atlas 
—the best known, best packaged and best merchandised line of 
tacks, nails, staples and similar fast moving household items. 


TACK iy reg 
coRP. (@50a5 


FAIRHAVEN, MASS. ©® HENDERSON, KY. 


Want more facts? Circle 185, p. 141 
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How to get your share 


of the bulb market 
(Continued from page 170) 


_ you have a membership list of gar- 


den clubs to add to your list of ac- 


_tive garden customers. 


@® Select and promote a prize for 


the most beautiful tulip garden, 
tallest daffodil, etc. Let a garden 


club committee be your judge. A 
good prize would be $25 worth of 
garden supplies of the customer’s 
own choosing. 


@ Write to the Associated Bulb 
Growers of Holland, 29 Broadway, 
Rm. 1306, New York City 6, for 


_ free ad mats, mailing stuffers, sell- 
| ing ideas, and product knowledge 


literature that will help you plan 


| sales. 


@ Plan window and store dis- 


plays immediately. Use a Dutch 
| theme that can be emphasized with 
wooden shoes and costumes. A 


home-made miniature windmill, or 
picture of a Dutch landscape helps 
build a traffic stopping window 
display, whether you promote 
Dutch or domestic flower bulbs. 


@ Keep different varieties of 
bulbs separated in bins. Keep the 
bins about three-quarters full at 
all times. Customers get suspi- 
cious of full bins standing next to 


'nearly-empty ones. Regular bin 


filling will eliminate leftovers in a 
few strains. 


@ Some dealers dress women 
clerks in Dutch costumes, or 


Dutch hats, to create zonversation 


and extra traffic. These sales- 
women must know about bulb care 
(see chart), planting times, etc. 


@ Live tulips and other bulb 
plants enhance any window or 
store display. 


@ Post the product knowledge 
chart on this page where sales- 


/ men and customers can see it. It 
_ will help train your salesmen, and 
_it will aid hurried customers in 
| making buying decisions. © End 





{mpire 
Brushes 
Outse 


others 


Contact manuel Gantz, 

Sales Manager, for actual proof 
of how you can increase 

your profits with E-mpire’s 

new brush program ! 











number one 
brush maker 
Empire Brushes, Inc. 


ie 5 lll Port Chester, New York 


Want more facts? Circle 186, p. 141 
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NEW Qa - 
DEPARTMENT § 


attracts customers or 


~ 


\ ip 
speeds sales See 
prevents vamage g < 


OPAL makes selling 

screening easy! No 

more heavy, hidden 

inventories . . . no 

more snarling wire, clerks 

and customers. Opal’s new com- 

bination rack and screening offers 

help you these five important ways... 
DISPLAY 

Speed Turnover—Point-of-purchase display sells more 

merchandise. 

Save Time—OPAL'’S ‘‘Marked and Measured” speeds dis- 

pensing right from the rack. 

Reduce Inventory—Through rhore efficient control of stock. 

Improve Service—Customers aren't kept waiting . . . you 

save time. 

Save Floorspace—Attractive, compact takes only 6-sq. ff. 

of floor space. 





APPROVED 
a 





Choose your Opal Screening Department now— 


Offer No. 1—Display Rack plus 10 100’ rolls of Opal Galvanized 
Screening (2534 sa. ft.) 

Offer No. 2—Display Rack plus 5 100’ rolls of Opal Aluminum 
Screening {1267 sa. ft.) 

Offer No. 3—Display Rack plus 5 100’ rolls of Opal Vinalume 
Screening (1267 sq, ft.) 

Offer No. 4—Display Rack plus 5 100’ rolls of Opal Galvanized 
and 5 100’ rolls of Opal Aluminum Screening (2534 sq. ft.) 

Offer No. 5—Display Rack plus 5 100’ rolls of Opal Galvanized 
and 5 109 rolls of Opal Vinalume Screening (2534 sa. ft.) 


NEW YORK WIRE CLOTH COMPANY 
YORK - PENNSYLVANIA 


Florists: Good potential 
market for staple guns 


Looking for new markets? Here’s 
one you may have missed. 

Florists and nursery men have 
found a lot of use for staple guns 
in their every day operations. 
They create floral displays, attach 
wires and strings for support to 
train young plants, and so on. 

A little sales talk and maybe a 
demonstration from you could 
mean a sale to local flower people. 
But don’t stop there. The many 
uses found for staple guns around 
greenhouses and_ florists’ shops 
means one gun is not enougn. 
Sell several. 

There’s a real market for staple 
guns in the flower field. At least 
one staple gun manufacturer 1s 
planning to help you sell more to 
this field. Why not get your share’? 





HARDWARE HUMOR 


"Hello, . . . Sign Company?” 


Want more facts? Circle 187, p. 141 A 
174 © HARDWARE AGE, October 22, 1959 


Want more facts? Circle 188, p. 141 





ENOREN(OSIE 














TV has made Melnor a household word 
mong homeowners: And this year Melnor 
is back in TV bigger than ever...more time, 
more markets, more customers for you. 


iaen your garden 
market: The new Pulsator throws a power- 
ful spray a long way, to cover circles up 
to 90 feet in diameter or wedges of any 
size you dial. The economical new Square 
is the ideal sprinkler for the smaller 
rectangular lawn. These are new members of 
the Melnor family, joining the successful 
revolving sprinkler line and the famous 
Melnor Swingin’ Spray Wave Sprinklers. 
All this, plus the bigger-than-ever Melnor 
accessory line in the “‘See 'n Sell’”’ 
Skin-pack display cards. 


WHAT'S STILL MISSING? 


Nothing! Because on the back 
of this foldout you'// find 
Melnor’s best-ever Early Bird 
Free Goods Promotions! 





FREE BONUS SPRINKLERS IN OUR 
















an 


u Get me x No. 77 Assortment of Wave Sprinklers with 
ssortment 


yA these | Free Bonus of Four Revolving Sprinklers’ 
Se (2) #525 SWINGIN’ SPRAYS @_ 5.95 each 11.90 
(3) #550 SWINGIN’ SPRAYS @ 7.95 each 23.85 
(3) #700 SWINGIN’ SPRAYS @ 9.95 each 29.85 
(2) #1000 SWINGIN’ SPRAYS @ 12.95 each 25.90 
FREE BONUS 
(1) #650 SQUARE SPRINKLER @ 2.49 each 2.49 
(1) #800 REVOLVING SPRINKLER @ 1.95 ea. 1.95 
(1) #860 REVOLVING SPRINKLER @ 3.49 ea. 3.49 
(1) #910 REVOLVING SPRINKLER @ 5.95 ea: 5.95 
TOTAL RETAIL VALUE: 105.38 DEALER COST: 54.90 


DEALER PROFIT: 50.48 
48% DEALER PROFIT! 


| TWO “EARLY BIRD” SPECIALS 











Ati ey 








No. 88 Assortment of Revolving Sprinklers 
with Free Bonus of New Square Sprinkier! 
(1) #650 SQUARE SPRINKLER @ 2.49 ea... . 2.49 
(2) #800 REVOLVING SPRINKLERS @ 1.95 ea. 3.90 
(2) #860 REVOLVING SPRINKLERS @ 3.49 ea. 6.98 
(1) #910 REVOLVING SPRINKLER @ 5.95 ea. 5.95 


FREE BONUS 
(1) #650 SQUARE SPRINKLER @ 2.49 ea.. .2.49 
TOTAL RETAIL VALUE: 21.81 DEALER COST: 11.59 
DEALER PROFIT: 10.22 


Get this free! et 47% DEALER PROFIT! 
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TWO FREE BONUS ASSORTMENTS OF 


SEE ’N SELL ACCESSORIES! 


ett ten aaa 


EF Melnors Handy 






Melnor’s See 'n Sell Accessory line in 
fast-moving self-selling skin-pack display 
cards. Take your pick of two packages: 
No. 158S —92 individual pieces, including 20 dif- 
ferent items, with FREE Wire Display Rack. 

TOTAL. RETAIL VALUE: 63.92 
DEALER COST: 40.48 
DEALER PROFIT: 23.44 
No. 159R —Refill Skin-Pack Assortment. 92 indi- 


vidual pieces, including 20 different items, with 4 
FREE Brass Hose Nozzles. 


TOTAL RETAIL VALUE: 63.92 
DEALER COST: 37.95 


DEALER PROFIT: 25.97 
ORDER NOW FROM YOUR MELNOR DISTRIBUTOR! LIMITED SUPPLY! 





MELNOR INDUSTRIES, INC., Moonachie, New Jersey 


Printed in U.S.A. 





Self-Propelled 
Rotary Mower 


TURFMASTER 
BRINGS YOU A 
COMPLETE LINE! 














Riding Mower 














Reel Mower 
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Hand Mower 


< Want more facts? Circle 188, p. 141 


The Mower Line You Can 
Sell With Pride! 


SELL QUALITY...YOU’LL PROFIT MORE: 


More ‘“‘buy’’ appeal for your customers . .. more profit appeal for you— 
that’s what Turfmaster offers for 1960! Turfmaster’s rugged dependability 
and quality construction make Turfmaster the mower line you can sell with 
pride as well as profit. Get the facts on the new weit g.) 
Turfmaster line for 1960. You can sell quality and 4 

' ew 1960 
performance proudly ...and at a profit! Catalog... 


Nationally Advertised in Leading Home Magazines 


TurmemasteR DilleaM Guire 


LAWN MOWERS / 
The 
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MANUFACTURING COMPANY 
RICHMOND, INDIANA 





Worid's Standard Mower Sin 1874 
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The most profitable 4 square feet in your store! Pep occcpy 
a psi, bia our f= = 


Dexall 


the complete line of paint sundries! 








You get easier paint-sundry sales because this de luxe 
merchandiser puts every product in view—builds self- 
service sales and profits fast. Single nearby source keeps 
your inventory at peak efficiency. Place one order— 
save on freight costs. Full 40°; profit every sale—rapid 
turnover, too. 





New Dexall products are distributed by The Sherwin- 
Williams Co., Cleveland. Acme Quality Paints, Inc., 
Detroit. John Lucas & Co., Inc., Philadelphia. W. W. 
Lawrence & Co., Pittsburgh. The Martin-Senour Co., ) 
Chicago. The Lowe Bros. Co., Dayton. Rogers Paint 
Products, Inc., Detroit. Write your nearest distributor 
for details. 


Ste td 





DESHLER PRODUCTS, INC., Deshier, Ohio 
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It pays to specialize 


A dealer finds he can top chain competition 


by making a specialty out of staple hardware lines. 


Specialization pays off, espe- business has continued to build in that almost 100 percent of the new 
cially if you're fighting price com- volume, mainly because it has spe- houses in the area have one fire 
petition from nearby chains and clalized in basic hardware lines place, or more. 
drug stores. that require product knowledge. In addition to having a good lo- 

Everett L. Annin, of Boise, Fireplace equipment is a good ex cation, Annin’s gives an. extra 
Idaho, has found that to compete ample. measure of service. On custom- 
with modern drug stores now At Annin’s newer branch store er’s request, a representative is 
stocking hardware, he must have fireplace lines are even more suc- sent to his home. Annin’s repre 
at least one specialty line in each cessful as a fast turning stock, sentative takes samples and cata- 
of his two stores. partly because of the favorable lo- logs. He helps customers in de- 

The original Annin’s Hardware, cation, and partly because of the ciding which style and finish will 
on a main highway, is a typical individual customer service that go best with each particular fire- 
country store, with one exception. goes with the line. place. 

It specializes in tools and fireplace The new Annin’s, opened in Occasionally, Annin’s has 
equipment. 1958, is in the shopping center of problem fireplace, in which the 

During the 12 years that An a rapidly expanding housing de- bricks are out of line. Mr. Annin’s 
nin’s has been in operation, the velopment. It has been estimated experience helps in solving the 
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New Dexal!l Patching Paste New Dexall Wood Bleach New Dexall Hold-Tite Glue 
— Ready-mixed, smooth- — Fast working, easy to — Tremendously strong 
finish, spackling com- use — for fine furniture white glue. All-purpose, 
pound. refinishing ; dries clear. Squeeze bottle. 


= 


SH Mf; 
Wij 
on 
New Dexall Glazing Com- New Dexal!l Wood Patch — 
pound — For wood or Actual wood, nonshrinking, 


metal sash. Remains elas in paste form. Six natural 
tic, will not crack. wood colors. 


Soa yy 


Dexaill ae 


“Acces f 
mana cleat 
s. x. <3 . e. oe & 
New Dexal!l Tack-Rag — New Dexall Preparite — New Dexal!l Anti-Rust Lu 
One wipe picks up dirt and Liquid sanding aid quickly bricating Oil — Aerosol. 


dust. Marvelous aid to fine cleans and dulls enameled packaged, high-quality oil 
painting and varnished surfaces. for hard-to-reach places 
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average difficulty to the customer's pliers, can supply almost any type livery, it is installed by an exper) 
satisfaction. needed, whether it is for a fire- enced man from the store. 
Because of the many types and place with a raised hearth, arched Annin’s estimates that in the 
sizes of fireplaces, most of the top, three sides, two sides, or cor- past five vears it installed three to 
screens must be specially ordered. ner exposure. four hundred of the custom mount- 
Annin’s, by buying from two sup- When the screen is ready for de (Continued on page 182 





Cr) nting for hundreds of bia a ket sales each yeor. 
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It pays to specialize 
to meet competition 


(Continued from page 181) 


ed face screens, to say nothing of 
the portable screens. 

“At least 10 percent of all sales 
during the fall and winter seasons 
are in fireplace equipment,” says 
Mr. Annin. 

The specialty has been an incen- 
tive for new homeowners to become 
regular customers. Once in the 
store they find a wide assortment 
of decorative accessories for the 
fireplace, and an unlimited variety 
of needs for a new house. 

Besides garden tools, giftwares, 
paints and toys, Annin’s stocks a 
large line of housewares that in- 
clude new-home staples such as fix- 
| tures, curtain rods, and mailboxes. 
| By keeping a large variety of 
| 
| 





items for its fireplace customers 
and others, this modern hardware 
store is able to compete success- 
fully with its immediate next door 
neighbor, a modern drug store. 

®@ kind 


| Dealer uses signs to 
perk up wall displays 

The 7 feet of open space above 
sidewall displays at Frank’s Hard- 
ware, Laurel, Md., could have been 
left bare, and probably few cus- 
tomers would have noticed. In- 
stead, this dealer elected to fill the 








NEW KLEE 


CHECK THESE NEW FEATURES 





TOOL POUCH 











No. 5141 with knife snap 
Vv Molded in one-piece polyvinyl chloride. 
Vv Strong, tougher than the finest leather. List Price $*3!5 
Vv Unaffected by extremes in temperature, 
remains pliable even in coldest weather. Dealer price $2.10 
Vv Three plier pockets, two screw driver 


pockets, and a utility pocket for wrenches, 
skinning knives, other equipment. 


| ¥ 7S 
Here is a new electrician’s pouch at an List Price $9 
amazing low price. One-piece construc- | 
tion, hence no stitches or rivets to break Dealer price $1.83 | 
out. Polyvinyl chloride is unaffected by 
water, oil or grease and requires no main- Order today from your supplier. Avail- | 
tenance. Drainage holes in all pockets able with or without knife snap. Size, | 
prevent water collection. 8” wide x 10” high. | 


No. 5141-LS without knife snap 











DISTRIBUTED THROUGH JOBBERS 
Foreign Distributor: International Standard Electric Corp., New York 


MLEINcom 





> 





ee EMME | These decorative signs whisper sales 


suggestions to every customer. 
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bare area in an unusual manner. 

Signs of widely varied size, col- 
oring, and description were 
mounted on 2 x 2 in. wooden posts. 
Each sign suggests some depart- 
ment or service of the store. 

The signs run the gamut of 
color, and they are generally no- 
ticed by every customer. 

More than a mere decorative de- 
vice, the attractive signs offer si- 
lent suggestions to each custome 
as he wheels one of Frank’s self- 
serve shopping carts around the 
store. 


Revolving unit displays 
wood handles compactly 

Displaying a wide variety of 
wooden tool and garden implement 
handles can be diffcult. Handles are 
often stocked in dozens of styles 
and sizes, and they come tumbling 
down from displays unless they are 
securely fastened. 

Rauh Hardware, Gulfport, Miss.., 
does a big business in wooden han 
dles. This dealer has faced and 
licked the display problem. 

As shown in the photograph, the 
store has built a plywood box mea- 


Here's how to stock and display a 
complete line of wooden handles in 
minimum floor space. 


suring about 1 ft square by about 
) in. deep. The box is attached to 
a 2 x 4 in. post on roller bearings. 
It revolves with little effort. 

Four builders’ bolts are attached 
to each side of the box with nuts 
on both sides of the sidewalls to 
lock the bolts to the display. Each 
wooden handle has an eye hook 
screwed into its tip, and about six 
of each type of handle can be hung 
from each bolt. 

In scarcely more than a single 
square foot of floor space, Rauh 
Hardware can show nearly 100 
handles. 


one dollar... 


cs 


every 15 seconds! 


=~» . 
=. / 
( “LY tt 
c\ bw 
@q H1» 
IF IT HAS A THUMB 
CONTROL, THESE 


RINSE-QUIK 
Standard replacement. 
Lighter, stronger, 
easier-to-use spray 
for rinsing. 


DISH-QUIK ~/ REPLACEMENT HOSES 
Deluxe replacement. For New, lighter, stronger. 
dishwashing and all- Vinyl and nylon 
purpose use. Suds, reinforced with 
scrubs and universal con- 
rinses! nections. 


Marketed uniformly by the manufacturers of 
automatic spray-equipped kitchen faucets: 
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FOR TAPPING 
EXTRA SALES 








et om + ee an ee 


“T" SLOT 
BAKELITE 
DOUBLE TAP 


No. 75 


I5A-—125V 


PARALLEL GROUND 
DOUBLE TAP 


No. 78 


I5A—125V 





ALL TAPS 
AVAILABLE IN 
BROWN OR IVORY 
INDIVIDUALLY BOXED 





PARALLEL 
DOUBLE TAP 


no. 79 


I5A-—125V 


3 BRAND NEW WIRING DEVICES 
FOR A READY-MADE MARKET 


hese are the very latest in table and wall taps manufactured 
in a beautiful distinctive Eagle design, 35,” long, 1-15 16’ 
wide, 1-1 16” high, each device has a metal bottom plate to 
which is fastened a complete Receptacle. 2 wood screws are 
furnished for fastening this metal plate to a wall surface if de 
sired. Top bakelite housing is later attached by a single screw. 

fo install, remove the top bakelite and wire the device with 
either Romex or any other wire. Provision is made for through 
wiring if desired. Then fasten bottom plate to the wall, and 
attach top housing. Can also be used as a table-tap. Scientifically 
designed so bottom plate protrudes about .010 below the bake- 
lite top housing ;—all breakage is eliminated. 


SOLD THRU WHOLESALERS-—ORDER TODAY 





EAGLE ELECTRIC MFG. CO., INC. 


LONG ISLAND CITY !, NEW YORK 
“PERFECTION IS NOT AN ACCIDENT" 
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Here’s how a dealer set out 
to boost rod-and-reel volume 


through self-testing ... 


Fishing tackle display 
encourages customers 


to handle rods 


Give a fishing fan a chance to 
yrasp a fishing rod to test its 
whip, and he will do so. The dis- 
play shown here holds rods at an 
angle to encourage anglers to lift 
them off the rack. 

This unit which is made of l-in. 
lumber will hold 20 fishing rods. 
Handles rest where they are 
waist-high for the average cus- 
tomer. Metal rods fastened to the 
top of the island unit support the 
highest part of the display. 

Prange Geussenhainer Co. in 
Sheboygan, Wis., uses this display 
at the end of an island to promote 
other sporting goods items. 


This display holds rods as they would 
be if in use. Convenient rack en 


courages customers to test the whip 
of several rods. 












Clean rest room is a CASH IN NOW! 
: ASH | : 
repeat traffic maker 

A Vermont dealer reports on a 
sure way to build traffic, without 
spending a dime. 








“Had a woman shopper one day, 
with a little girl. She asked me if 







‘Want Book 


we had a rest room, and I directed The must 
. , llae for 
her to the lavatory behind the of- the nln 
fice,” the dealer says. Handbook 


“She came back quickly and 
walked right past me out of the 
store. I thought it was discourte- 
ous of her not to say ‘thank you,’ 
but went back to check the lava 
tory. 












“No wonder she left in a _ huff. 
The room was a mess, and it got 
me to thinking,” the dealer says, 


the NEW rutter 83 Assortment 
This self-service sales magnet is loaded with 


'Plalsiet. your stock and re-order popular, wanted too's—screwdrivers. pliers. files 


“why don’t we really clean up this tod 7 ve 1 hammers, chisels etc. each in a strong 
; ; ' oday. Bare spots lose “‘see-thru'’ vinyl pouch high fit ite t 
room and keep it attractive? Gas- | ‘ Nek ot bb f 88c retail! : sail aa las 
2 ; sales! Ask your jobber for T thi -movi : 
oline stations do a lot of business ‘ , NEEP it’ brienfal” “. a eee 
other famous Fuller 6 Se Se oe oe 


just because of clean rest rooms.” ORDER or RE-ORDER TODAY! 
nn self-service money-makers 
The dealer did clean up his rest 


room. He put his stock boy in 


. . ° e Pr 9du Ps) S ilalaes 
ft cleaning it spotlessly, S oducer of U 





making . y We olel 1 lalelaleil- Te 
sure there was a fresh supply of 3522 Webster Avenue, New York 67 
soap and paper towe ‘ls, and making Fuller eae are made in U.S.A., England and other countries, of the highest quality materials, 
craftsmen . ees nspected preserve 
sure the aisle outside was not clut- - ow ve service et = Fuller Quality and reliability 
tered. Want more facts? Circle 194, p. 141 





Result? “We've got women, and 


men, coming in that we haven't the only complete 


seen for years,” says the dealer. line of quality 
cantina PIVOTMAN 



























Very frankly, we dont cut cor- 
ners. We take great pains to pro- 
duce the finest spray paint in the 
world—Krylon. We clothe it in a 
national-award-winning label. We 
price it honestly—so that all of us 
may make a fair profit—and we 
spend hundreds of thousands of 
dollars every year to advertise and 
promote it. Finally, we insist on 
the best distribution possible. 
That's why we use jobbers 


The modern caulk. 
Super-elastic . . ap- 
plies easier, better, 
faster. All colors. 


FOIL CARTRIDGES 


A jobber does much more than 
merely deliver and collect. He 
knows your market, your needs. 








BULK So he can guide you m your buy- 
- - ing, store planning, advertising, 
Caulking Gun Pressure Fillers merchandising, even in manage- 
Speeds loading of bulk caulk, ment matters. A jobber keeps 
without fuss or mess. trained salesmen in the field ready 











to serve you at all times. And be- 

PRECISION GUNS cause he fills your order swiftly, 

you need no large inventory—you 

| . keep your capital mvested in your 

Full Barrel (all. | 7 store, where it is needed. Most im 

in all sizes including yr |) portant, a jobber 1s never satisfied 

new aluminum barrel models. |/ unless you are moving the goods 
off your shelves. 

No wonder we stand solidly be 
hind the jobber. He ts not simply 
a middleman. He ts a pivotman 
| \ , Drop-In the vital link between us, the man 
| SA Cartridge Guns ufacturer, and you, the dealer. We 
: so” ” nD | 
for 81/4 and 10 cartridges. oth proht from his skills ind 


diligence and experience 





Air Pressure Guns also available 


CALBAR PAINT & VARNISH co. KRYLON, INC., NORRISTOWN, PA. 


—— 
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ers rohi Tec hr fael daeleltl: 


2612-26 N. iii St.. Phila mo fe 











TTER . . . NEW RUST MAGIC 530% BETTER . . . NEW RUST MAGIC 530% BETTER . . . NEW RUS 


OPS RU 







DRY TO THE TOUCH IN 20 MINUTES! 
APPLY FINISH COAT IN 2 HOURS! 


6 \ 
| i— Rust Magic with GL-358* penetrates rust layers in min- 
\ utes, to form a tough bonded union that stops rust and 


prevents further corrosive action. Dries to the touch in 
20 minutes, is recoatable in 2 hours with most any finish 
— lacquers, enamels, varnishes, acrylics, epoxies, vinyls, 
latex, oil-base and water-base paints! 


KRYLON RUST MAGIC SUPERIORITY 


With a 9.1 rating in ASTM 7-73-45 6 7 8 9 10 
method Rust Preventive In- 10 is highest 
dex tests, Rust Magic is sutien pantie 
amazingly more effective s, Seheeell 
than other regular or premi- -++ the ideal! 
um priced metal primers... 
530%, better than several 
widely promoted brands. 













BRAND C 
sm oe os me eel 
KRYLON RUST MAG 








— 


™~ e 7. ™s~ ~~ 
MEE” bs 
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~~ 
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‘GL-358" 


is a Space-Age phe- 
nolic resin penetrat- 
ing liquid that gives 
the vehicle and pig- 
ment spectacular 
plercing power 
through sound rust 

. seals the metal 


a 







BRAND A KRYLON RUST MAGIC 
Metal panels coated with primers and finish coats, then 
scribed to the bare metal, are subjected to an extreme salt 
spray test for 500 hours. Brand A shows severe blistering, 
underfilm corrosion, widespread lifting and creeping. Rust 
Magic panel film shows no defect or corrosion except where 
scribed through to bare metal. 





i en 


4 =. 
= Ory in 20 Minutes 
=" Coat in 2 hou 









. Ai 
~MAGIC. } 
~~. 





‘ 1 
“ETAL primer SPRAY 


ateated with GLE 
» edinaled soith 





ating action is com- 
plete . . . neutralizes 
porous rust, makes it 
an actual ingredient 
of the paint film. 


(1) PAT. APP. FOR 





ji 
ta . 
' : »0res against further 
—F oe Sn mth After 1600-hour weather test, 
e locks out air and rusted panel coated with 
moisture. The satur- Rust Magic is scraped with 
= AI . . * 


knife blade. Bare clean metal 
proves the primer’s deep 
penetration and protection. 
Rust Magic pierces sound 
rust in minutes and alloys its 
protective grip right into the 
pores of the metal. 














RUST MAGIC ELIMINATES CARRYING OTHER “SPECIAL” LINES OF RUSTPROOFING 
PRIMERS AND COLORS THAT ARE NOT COMPATIBLE WITH LEADING TOPCOATS 


.. . Rust Magic is compatible with Krylon spray paints, other lacquers and enamels, varnishes, acrylics, 
epoxies, vinyls, latex, oil-base and water-base paints! Good-by to “‘special’’ limitations and brands that 
complicate the sale and use of primers. Now you can save display space, inventory and investment .. . and 
meet your customers’ demand for the finest in rustproofing . . 


. with Krylon Rust Magic. 








ASK FOR KRYLON’S INTRODUCTORY OFFER 


SEE YOUR JOBBER OR WRITE KRYLON INC., NORRISTOWN, PA. 
Want more facts? Circle 196, p. 141 
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T MAGIC 530% BETTER . . . NEW RUST MAGIC 530% BETTER . . . NEW RUST MAGIC 530% BET 


RUST MAGIC METAL PRIMER 


-and- 


SPRAY PAINTS 


ENAMELS and FLUORESCENT 


America’s Fastest Selling 








Ge 


SPRAY | TT AUSE For 
) PAINT 


FRA 
7 5 natu «ag eee 
s 
' DRIES Waa NO FUSs 
! 
ste, : 
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Aerosol Brand 


PRE-SOLD 
FOR YOU! 

















THE HOW-TO a B 
7 U . 
‘This Neot istmas | L _ een FOR COMPLETE 
sia = | INFORMATION 
bihor VHOHES ‘ 
baler aT\I\s a\ kl : = CALL YOUR 
0) a C visa Idea ‘as } iG Dt 4S FOR | JOBBER 
{ -~” iristmas_| OR WRITE 





Krylon doubles its advertising . . yen your re ma EVERY WEEK 
between now and Christmas. This saturation advertising will increase your 
Krylon sales . . . at a time when everybody needs spray paints for home and 
holiday uses. Krylon advertising in these books and magazines will bring 
customers to your store... 







KRYLON INC. 
NORRISTOWN, PA. 
a 


STOCK, DISPLAY, SELL KRYLON - the brand with demand 


Want more facts? Circle 196, p. 141 
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FAST TUR 


How dealers profit from 
a clean-up program 













A tie-in with a local 
community campaign 
can pull traffic 


| Hardware dealers showed post- 

| ers which asked the public to 
“clean-up, paint-up and fix-up for 
health’s sake.” These 17x22-in. 
posters emphasized the need to 

| stop disease. Posters advised, “Use 

| covered zinc-coated galvanized steel! 
garbage cans. Don’t feed rats and 
flies.” 

Posters were prepared by the 
American Zine Institute and the 
Galvanized. Ware Manufacturers 
Council, 

- - Galvanized pails, brooms and 

hoosts your chain profits! other cleanup items increased as 
. much as 50 percent for hardware 

dealers who tied in with a recent 


Taylor Chain's consistent quality assures complete customer Evanston, Ill., cleaning and im- 
satisfaction—leads to the sale of other Taylor products. Dealers’ 


: provement program. 
and wholesalers’ reorders and comments bear this out. National 


: Jealers se r] isplavs 
advertising ... new packaging in polyethylene bags ... Taylor's Dealer : dow indow display 
new Bulletin 59, a complete chain “sample” book...many other and special in-store displays ” a 
outstanding sales helps are additional factors that assure faster tie-in. These tie-in displays in- 
turnover. Switch to Taylor Chain the next time you reorder. cluding special posters to boost 

Visit Our Booth No. 601 broom, galvanized steel pail, paint. 


sponge, hand tool and trash burn- 
ern sales, 


Lemoi §s rlorgware used This w 

with clean-up items from its stock 
plus campaign posters as its tie 
| with the program. 







™ PROOF COIL—selt ™ BBB CHAIN—self TM MACHINE CHAIN 

colored or hot-agalvan colored or hot-galvan — Straight or twist link ‘ 

red finish. Packed in ized finish. Packed ir Bright finish. Packed in dy. 

rugged metal Tay-Pails rugged metal Tay-Pails distinctive cartons. E Pa a 
ail 3 
Po ee 
ho a 
3 i ' é : 3 







i 


ayior 
™ CHAIN SALESMAKER holds an as- 


sortment of welded and weldiess chain. 
Store tested. Creates effective mass dis- 


: # slay. Chain cutter include: equires less 
as | €, a Sau ton a adie teet i ee 
See your jobber or write 
CHAIN SINCE §.G. TAYLOR CHAIN CO., INC. 
Want more facts? Circle 199, p. 141 
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therproofing products your c 

now is the time for you to cas 

d. Your customers will like the 

. They'll see at a glance how ea 
hey’// really go for the lower pri 


ROBE FR 


WEATHERSTRIPPING DIOle) = 1ON MEO), 


Made of poly-vinyl foam permanently bonded to STallelel-m- 10h colaat-) dom) e)alal-ar-lendlelam-110), sm 14a) e)i om ell t-1 
clear grain wood molding. Stops dust, drafts and ance for carpets and door mats. Nylon stoproller 
water, quiets door slam. Non-absorbing foam can insures positive closing and tighter seal. Instalis 
be painted, resists chemicals, weather and wear fast, always fits snugly. Made of durable silver satin 
Self-selling carton, 15 complete kits — suggested anodized aluminum. Self-selling carton, 10 com- 
list, $1.95 per kit. plete kits — suggested list, $2.95 per kit. 





econ DEMONSTRATOR 
Sells without words! 


I” 


Contact your wholesaler today! 
or write Dept. HA 109. 


THE FOBERTS co. 


600 North Baldwin Park Blivd., City of Industry, Calif. 


Quality Products for Home and Industry for over 20 years. 
Want more facts? Circle 200, p. 141 
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Gem stones 


3) 
| 


eel 


decorate <\ Qa tell ees 
ee al  6ty 


* 


‘ 


new store tront 





1 That's owner Howard King, Mrs. 
Opal Hayden (left) and Mrs. Olive 
Hahn on opening day. 





Dealer's hobby combined 
with architecture to 


make a pleasing store 


front and draw traffic 


Gem-stone collecting is widely 
practiced in California, and hard- 
ware dealer Howard King is among 
these lapidaries. But Mr. King has 
taken his hobby one step further 
than most collectors. He has put 
his stone collection on permanent 
display as part of his store front. 

Mr. King recently concluded 12 
years as a dealer by moving his 

| store across busy Atlantic Blvd. in 
| Lynwood, Calif., into new and 
larger quarters. ‘‘Rockhounds’”’ 







Whether your customers are doing-it- 
themselves or having-it-done, they'll be 
delighted with the sparkling beauty of their 
PARKS Koted floors. 


PARKS Kote applies easily, dries fast, leaves 


a glossy, durable surface that resists spotting 


and scratching, never needs wax, lasts for years. “King of Floor Finishes” from near and far came to see the 
- - (In pints, quarts, gallons, 5-gal. pails) store. They had heard that Mr. 
Profitable ‘related sales’’ come easy when Ps | . a 
a King used gem stones in lieu of 
you stock and suggest PARKS Wood Seal to , | conventional rocks on his store 
ready the floor for sanding and finishing, Perfect base for front. 
finish coat 


Mr. King feels the stones will be 
a permanent traffic lure, with jades, 
corals, onyx, petrified wood and 
other uncommon stones. 
Free samples of gem stones were 
given as prizes during the opening 
| of the new store. 
a ae Mr. King employs two. sales- 
cleaning up | ladies, and a student parttime, in 
the 3700 sq ft store. He bought the 
store in 1947 on a G.I. loan, and 
built his reputation by (1) promot- 
ing hardware and housewares to 
women, and (2) encouraging do-it- 
vourselfers. 


PARKSOL for thinning PARKS Kote and cleaning 
brushes, rollers, hands. 

You know they're good; they're from the 
makers of famous PARKS Strictly Pure Shellac 
and PARKS best-selling Sealer-Primer. 


profits with low inventory, so why not see your 
jobber about stocking the complete PARKS line? 


@ For catalog sheets and price lists, write 


ADVERTISED NATIONALLY ... FREE SALES AIDS 


COMPANY, Fall River, Mass. 


THE 
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MORE TACKS 


AND RELATED 


ITEMS e 
@& be, wee 
has | 1 ei anerete 
the 
complete 
line 
Tacks, Staples, 


Double Points, 
Wire Nails & Brads 


display racks free! 


You know that people who need Tacks always buy related items, hammers, cutters, wire and screen. Make 
it easy for them. Keep your Tack stock orderly and out in front! The new Cross ACTIVE SILENT SALESMAN 
DISPLAY is designed to stand as an easel or hang on peg board. Wonderful for self-service. No deals required 
— get as many as you need. Order only the sizes of Cross Tacks, Staples, Double Points, Wire Nails and Brads 
that you require. Cross has the complete line. Ask your jobber. 

DIVISION OF PLYMOUTH CORDAGE INDUSTRIES, INC. 


W. W. CROSS & COMPANY JAFFREY, N. H. 
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Charlie Rew says: 
“GEM DANDY ELECTRIC CHURNS 
MAKE YOU MORE MONEY 
THAN OTHER HARDWARE ITEMS” 


Advertised in Trade and Farm Magazines since 1937. The 
world’s best known and most popular electrical churn. 


GEM DANDY ELECTRIC BUTTER CHURNS... 


fill a real need and are easy to sell. Your profit margin is larger 
than on other items too. Have plenty of churns on hand and give 
your farm families an opportunity to buy. Send for Distributor price 
list and get your order in right away. 


DeLuxe-Redmond Special (without Jar) $18.63 (Suggested retail $27.95) 
Standard-Redmond Special {without Jar) $16.77 (Suggested retail $23.95) 
5-Gal. Duraglas Jar in separate carton $ 3.72 (Suggested retail $ 5.95) 
3-Gal. Duraglas Jar in separate carton $ 3.21 (Suggested retail $ 4.95) 
Model 4 Ot. DeLuxe Jr. (including Jar) $14.63 (Suggested retail $21.95) 


Send your order in today. 


ALABAMA MANUFACTURING CO., Dept. A. simingham, Alabama 
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Look to Bake-King for 


, Holiday Season 
<lX celWing ideas» 


HOLIDAY 
COOKIE PANS 


TIER 
CAKE SETS 


Perfect for holiday selling! Gay full color 
label has festive recipes to delight 


every housewife. Made of selected 


Tier cakes add extra gaiety to every 
holiday occasion. Packaged in col- 
ortul printed poly packs or dis- 
play cartons for increased holi- 
day appeal. Available in 3 and 
4-pan sets, in tin or aluminum. 


tin or aluminum — available in 
three most popular sizes. Order 


Alol Mac Meco li Mm elaclulelilolare 


SHAPE PAN 


A delicious Christmas tree shape 
cake will be a “hit” at any holiday 
gathering. Children will love them. 

Available in tin or aluminum with A new party item loaded with sales ap- 
\. attractive 4-color recipe label. peal. Perfect fo: 


Ge sdulek Talila gellaliare) 
“.. A terrific promotional item! 


—especially for hors d’oeuvres. Eye- 
catching printed header offers favo- 
f rite snack Made .of gold 


A . . ~ aluminum foil. In sets of seven 
fi ; 
' 


6 a 


f ~! 
Y 


recipes. 


\ / 
~ f 
} 
Y 
PLUS — Sales building merchandising aids 
for quick turnover, bigger profits! 


Complete Line — Hammered, smooth 
and satin-finished tinware; seamless 
aluminum ware and aluminum foil 
bakeware. All your bakeware needs 


Merchandising Helps — colorful win- 
dow and counter display signs, dis- 
play bins, ad mats, banners, etc. pro- 
vide strong point-of-sale merchandis- 


Joffe 


from one source. 


Eye-catching Labels on every pan help 
make selling easy. Delicious tested 
recipes and appetizing, full-color 
~hotos sell themselves. 


ing to your customers. 


Special Packaging— Many items come 
in fast selling shipper display cartons 
or eye-catching printed Polyethylene 
bags. 


Write for full information and prices on Chicago Metallic Bake-King Ware. 


‘More than half a century of integrity and skill in serving the baking industry” 


2 = OC Or - 4 C1 OR.) 8 OM i.e CO 


CHICAGO METALLIC MFG. CO. - 


3711 South Ashland Avenue, Chicago 9, Iilinois 
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Overhead paneling is 
cure for waste space 

Manager Walter B. Bakovsky of 
Hardware, Vineland, N. J., 
has found an economical way to 
make selling area out of wasted 
space. The cure-all has been per 
forated paneling. 

Mr. Bakovsky framed 4x8 ft 
sheets of perforated paneling with 


sheet of paneling can 


j , ; on all 
eantrire ine Sut a 2) Mad 


1x2 in. lumber and mounted them 
back-to-back on either side of cell 
ing beams. 

The panels are used to display 
items which sell on appearance, and 
do not necessarily have to be 
handled or demonstrated. Items 
such as brass wall plaques, fireplace 
screens, and mailboxes lend them 
selves to this type of display. 

Some full-sized sheets of per 
forated paneling, 1x2 in. framing, 
fasteners, and hard-finish paint are 
needed to convert waste areas above 
wall into valuable 


displavs show 


space. 








ly Non pulley type left’ 





C2 HC2;z 


and 


STERLING 
NAILS 


C> HC; outdates old- 


fashioned nail cleaning methods 


Rattling and tumbling nails in sawdust 
has long been the conventional way 

to attempt to clean nails. This 
antiquated method does not do a 
thorough cleaning job, however, 

and often dulls the points. Sterling 
Nails, cleaned by C2HCl; (tri- 
chloroethylene) overcomes these 
problems. 





bw! Faultless 


Help customers make 
quick, easy caster selec- 
tion for uses shown on 
each card 


Help you ring up more 
sales of 4 piece sets 


Sell to the Do-It-Yourself 
man, from ideas on card 


Typical illustrations sug- 
gest new ideas of things 
to make 


Sell companion supplies 
to the handyman 


Faultless Carded Casters 
—all ‘best sellers’’ based 
on national retail experi- 
ence—fill 80% of cus- 
tomer needs. Colorful 
cards show uses—suggest 


VEE Bar 


rune CASTERS @ 


a variety of do-it-yourself 
projects—sell companion 
hardware, tools and ma- 
terials. Carded Casters 
are easily arranged in a 
variety of ways for quick 
self-service. Ask your job- 
ber for complete facts. 


C2 HC; means a 


chemical vapor bath 


All Sterling Nails are passed 
through the vapors of a boiling 
solution of trichloroethylene. 
These hot vapors condense on 
the cooler surface of the nails, 
flushing away grease and dirt 
completely, leaving nails with 
much cleaner surfaces and sharp, 
true points. 


— | 


CARDED FURNITURE GLIDES 


Removable 
samples of 
Casters and 
Glides are 
self-demon- 
“se strating. 


S Faultless 
FE: aultless . CASTER Laster* 


aARPET 
be ecT yOUR FL OORS AND © 
PROT 
wew ST! 
pPEeRMANF* T PINSsr 4E5 


C> HC; is the technical way to 
say CHEM -CLEAN 


CHEM-CLEAN isa registered trade name of Northwestern 
Steel and Wire Company — pioneers in this advanced 
method of nail cleaning. When you sell your customers 
Sterling CHEM-CLEAN Nails, you are selling them extra 
value at no extra cost, because CHEM-CLEAN nails are: 
CLEANER, SHARPER AND EASIER DRIVING 
Handsome 3-color, enameled wood Counter or Wall Dis- 


play, complete with mounted Casters and Glides free with 
your initial order for Faultless Big $ Deal. 


% Registered Trade Mark 


OTHER NORTHWESTERN 
PRODUCTS FOR 
HOME AND FARM 
Hardware Cloth 
Welded Wire Fabric 
Reinforcing Mesh 
Fencing and Wire 


NORTHWESTERN 
STEEL AND WIRE COMPANY 


STERLING, ILLINOIS 


Faultliess Caster Corporation 
Evansville 7, indiana 


Representatives in Atlanta, Baltimore, Boston, Buffalo, Chicago, Cleveland, Dallas, 

Detroit, Grand Rapids, Greenville, S.C., High Point, Indianapolis, Los Angeles, 

Northwestern Barb Wire Company 1879 New Orleans, New York, Philadelphia, Portland, St. Lovis, Washington, D.C., 
Canada: Stratford, Ontario 
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ar EXCLUSIVE HOMKO 
mower of its kind! 
g ives full 
22 gives Tu 


Viodel 1227 
... at 5 different 
"SPIN-START. walking speeds 
- ) 3 | and neutral! 


>& The most flexible mower op- 
eration ever devised. Super 
range drive enables you to 
pace mower to meet any cut- 
ting need. Nothing—abso- 
lutely no other drive—like it! 


% Most foolproof of all drives, too... 


BRAND NEW! 


Now. » «the famous HOMKO FLEXOR BLADE | REEL-TYPE MOWER WITH 


FRONT DISCHARGE—SIDE TRIM 


UNCONDITIONALLY GUARANTEED ‘ 20" Model 5115 


Extra-low quarter-inch cut for 


to eliminate crankshaft damage! $ saa bent and other fine 


Unlike ordinary one-piece 








blades, the Flexor has ex- 
NEW! yi 
7 . THE FUN Way / fj 
swing back after striking 4 TOMOWAT @ 


: POPULAR 
a solid object, absorbing - i PRICE! 


PRICE APPEAL PLUS! 


NEW low-cost single speed 
self-propelled rotary. 


clusive flexible tips that 


impact and protecting 


crankshaft against dam- No other rider of comparable quality 


. _ at the price. 
age. It's unconditionally . 


gf *<4, \\ BACK BY POPULAR DEMAND 
, Thie “ey with new features, new sell! 
ige On every mower has a Wh \ r 


1960 Homko rotary mower “ eimNor D oy 
featuring the Flexor Blade 2) srave La Still America’s 


: Ms favorite 
Vy . extra 

wy . Ce lightweight 
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guaranteed! 
FAMOUS “MAGIC HANDLE” 
REEL-TYPE MOWERS 

with new 6-bliade reel 

for super-smooth mowing! 


Om wee mre 
oe ¥ 
a 





World's most luxurious 


PLANITOR DRIVE \S — 
. ? ya | 
CUTTING POWEF... game FQ moses 1245 


= 3s / : N NEW INSTANT 
...at riding speeds &\ = , SPIN-START —- 


from a crawl 
to 4), M.P.H.! 


*k Blade speed independent of 
mower speed. You get full 
cutting power even if you slow 
to a crawl. Makes hill mowing, 
weed cutting and trimming 
as easy as ordinary lawn care. 


»« «no gears to shift or strip! 


Nia 2/11 @ het LO el Ode UL) Ss 


TOP-FLIGHT TRIO OF 
FREE-WHEELING ROTARIES 


.--/n cutting widths for everyone! 


22" 1 20 
Model 1225 | Model 1215 


WITH : 
instant | 18 


SPIN-START : Model 1205 





FOLD-AWAY LAWN SWEEPERS 


28” SELF-PROPELLED 
POWER LAWN / 


SWEEPER WESTERN TOOL & STAMPING CO., Dept. 2 


2725 Second Avenue e Des Moines 13, lowa 


Gentlemen: 


Please send me full information on the new 1960 Homko line of power 
mowers. | am also interested in learning about the TOP deal Homko has 
for me. 


21” SELF-PROPELLED 
ROTARY TILLER 

Name 

Firm Name 

Address 


City State 


| am a Dealer — 1 am a Distributor 


Manufactured ty WESTERN TOOL AND STAMPING COMPANY 


2725 Second Avenue, Des Moines 13, lowa 





'e BCHAIN® 


p ag eames a teve@Oue mre Ce | 


WAP > Be va 





new! compact chain display 


helps dealers build sales 


Here's a sturdy, space-saving sales promoter designed to 
keep chain sales going up, up, up. A full assortment 
of 4 reels of the four most popular and fast moving types 


and sizes of Turner & Seymour small chain. 


Features: Rack of heavy, gauge nickel plated steel rod... red 
and white top-tag . . . plastic-covered non-scratch base. Uses only 
minimum counter space or can be hung if desired. Choice of two 


chain assortments. Stand and 4 reels in one carton. 


There's a wide range of Turner & Seymour chain—sash ¢ 
jack © register ¢ safety « furnace © universal « cable « double 


loop © and many other chains in a complete size range. 


For complete information and prices, 
write today. 


: THE TURNER & SEYMOUR MFG. CO. 


u TORRINGTON, CONNECTICUT 


SECS rEEESS SeSscesce 
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How you can display 
more paint brushes 


Just six square feet of perforated 
paneling is all you need for a com- 
plete paint brush display, complete 
with a backup stock of 6 to & of 
each brush. 

First vou mount a 2 x 3 ft sec- 
tion of perforated paneling, as 
shown here in Weber’s Hardware, 
Redding, Calif. You can put it on 
a cupboard, make it a _ counter 
easel, or cover bare wall area with 
it. 

Then you attach fittings long 
enough to hold 6 to 8 units of typi- 
cal paint brushes or about 4 paint 
roller handles. 

Finally, you drill a %4 in. hole 
in about the same position in all of 


+ sl 


oo 


2 
es 
= el 
Fifteen hooks will hold well over 100 
paint brushes, covering almost every 
type qQna size. 


the handles of the brushes you 
stock, providing that they haven't 
already been drilled by the manu- 
facturer. 

Then set up yvour display. Cus- 
tomers will help themselves more 
readily than they would from bins 
or open cartons. Also, they can 
make more accurate comparisons 
of quality, size, ete. 

Above all, set your display where 
it will be seen by every paint cus- 
tomer. Half the job of tying in 
sundries such as brushes and roll- 
ers lays in getting visual attention. 

Keep all of your brush hooks 
filled, even if it means duplicating 
your selection. 





STocK Snoop 


~ 





Pianned for the Workshopper's Needs 


A lot of investigation, thought, and 
experience contributed to the planning 
of the “STOCK your SHOP” system. 
It is designed primarily for the work- 
shopper, the man who builds or re- 
pairs things for pleasure or for pay, 
the do-it-yourselfer, the skilled me- 
chanic or carpenter, the small shop 
owner. These fellows showed that 
they needed screws in something less 
than grosses, something more than 
dozens — and they needed a handy 


Investigate Garden Pride and Dixie 
There’s a model to meet every competitive price! 


1D THIS COUPON =": 


method — a few or a fistfull 
quickly and conveniently when the 

wanted them. Hence — the “STOC 

your SHOP” system, sparkling clear- 
plastic 2” x 2” x 3” boxes, uniformly 
priced at only 59c, that contain gener- 
ous quantities of standard top-quality 
screws. More important: clear plastic 
DraweRacks to hold the boxes, for 
stacking or mounting in any arrange- 
ment, anywhere. And — all wood screws 
are Elco-SPEE Dized for easier driving. 


CONVENIENT TO BUY ca 
44 CONVENIENT TO USE! 


No. 40 Assortment, shown above, is a revolving, mini- 
mum-space, self-serve display that offers a full selection 
of the most-wanted, most-needed sizes and types for 
quick and easy purchase. Once customers learn how to 
build up neat storage with DraweRacks (see left), they 
come back for more and more — new sizes and replace- 
ments. “STOCK your SHOP” boxes make great gift 
items, too, for the hard-to-find-for friends and relatives. 
Get started with “STOCK your SHOP” now! 


ELCO TOOL & SCREW CORP., ROCKFORD, ILL. 


Manufacturers of Quality Fasteners for industry Since 1922 
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f sreat lines - 


Hace / pre bree 


@iieres the GARDEN PRIDE 22” 
Self-Propelled Mower 


THE 
CAST 


RECOIL STARTER 


THE 


Built to sell for 


$79. g WITH FULL 


MARK-UP! 


BRIGGS OR CLINTON 3 HP ENGINE 
14 GA. STEEL BASE 
OILITE BEARING WHEELS, REAR 8" FRT. 7” 


MULCHER 


22" AIR LIFT BLADE 
4 CUTTING HEIGHTS, | TO 3 INCHES 


for °60! 


GARDEN PRIDE Mowers. 
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JACKSON ROPE BAR 


—build sales, cut selling time 
with this good-looking, perma- 
nent display. The “backbone” of 
your rope department, it dis- 
plays Nylon, Polyethylene and 
Manila rope to best advantage. 


"*T-BAR?’’—convenient, 
compelling way to display fast- 
moving JACKSON Junior 
Spools. Approximately 10 Ib. 
spools of Nylon, Dacron and 
Polyethylene in popular sizes 
are displayed on this rack, 
which can be mounted on 
counter top, walls or ceiling. 


Wey a fh wa PREPACKAGED — SELF-SERVICE 
sacksons@""ROPE COILS and CONNECTED COILS 


ANLA mm | 
- rs ~ —famous JACKSON Super-Tuff Synthetics 
pees and Ocean Brand Manila in 50’ and 100’ 
lengths. Make self-service easy and profit- 


able with JACKSON. 


Your JACKSON distributor has the details on these profitable 
items, and others in the sales-building line. Get in touch with 
him now. 


practical, durable rope— 


SYNTHETICS—MANILA 
packaged for 


BOATING - INDUSTRY - HOME - RECREATION 


Manufacturers #9 G5 v——* Since 1829 


HE THOMAS JACKSON & SON CO., reaviNc, PENNSYLVANIA 
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Parking area on left was part of 
customer parking to increase traffic 


How a retail store 


solves customers’ 


Here’s how a downtown retail 
store is solving its customers park- 
ing problem. 

Stambaugh-Thompson Co. has re- 
moved a single story wing of its 
downtown retail store on W. Com- 
merce St., Youngstown, Ohio, to 
provide additional customer park- 
ing area. 

The company felt that the space 
formerly used as a sales room 
would be more valuable in building 
additional store traffic and sales as 
a ““Park & Pick-Up” area. 

Parking lot users can enter the 
first floor store directly from the 
lot through a modern entrance. The 
lot area and the entrance project 
cost about $25,000. 

Stambaugh - Thompson took the 
first step toward obtaining more 
parking facilities several years ago 
when it set up a number of parking 
spaces in the alley along the west 
side of the building. An attendant 
supervised the area and recorded 
the use of the spaces. Records 
showed that the 10 available car 
spaces accommodated about 2080 
parkings a month. The total space 
now available is expected to pro- 





store's sales area, and converted to 
for downtown hardware store. 


in business center 


parking problems 


vide more than 4500 customer park- 
ings per month. 

“We are anxious to do all we can 
to ease the parking problem for 
downtown Stambaugh - Thompson 
shoppers,” says James B. Thomp- 
son, president. It was Mr. Thomp- 
son’s idea to provide a supervised 
Park & Pick-Up area for customers. 


How hardware items pay 


expenses of government 

Exeise taxes collected by the 
federal government indicate the 
volume of items made, and also the 
sales trends at retail levels. 

The internal revenue bureau re 
cently reported on excise taxes col- 
lected for the fiscal years of 1958 
and 1959. Here are figures for 
items of special interest to hard- 
ware wholesalers and dealers: 

Fishing rods, creels, and similar 
products, $5,589,000 in 1959, a gain 
of $594,000. 

Sporting goods, other than fish- 
ing rods, creels, $11,675,000 in 
1959, a gain of $420,000. 





CASH IN 


on the year ‘round demand 


Meet the growing demand for packaged nails 
and brads with the fast selling Cortland Brand. Con- 
venient, easy-to-handle green and yellow packages 
sell themselves. All packages are clearly marked for 
weight, length and gauge. 


For extra sales at no extra effort, set up a simple 
display like this and profit the year ‘round. Every- 
one who comes into your store is a prospect. You 
can display a complete stock of sizes ('/e lb., 4 |b. 
and | lb.) ina minimum of space. 


Ask your Jobber for Cortland Brand Nails and Brads 
by name. Display them in your store .. . and Profit! 


COLORFUL STREAMER 6” x 30” 
available for counter or window 
4 send post-card for your streamer 


NAILS and BRADS 


WICKWIRE BROTHERS, INC., Cortland, N. Y. 


Wire Screening @ Hardware Cloth @ Wire Nettings © Welded Wire Fabric 
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STATEMENT OF THE OWNERSHIP 


MANAGEMENT, AND CIRCULATION 


REQUIRED BY THE ACT OF CONGRESS OF AUGUST 24, 1912, AS AMENDED 
BY 


THE ACTS OF MARCH 3, 


1933, AND JULY 2, 1946 


(Title 39, United States Code, Section 233) 


Ok HARDWARE AGE, published bi- 
weekly at Philadelphia, Pa., for 
October 22, 1959. 

|. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: Publisher, Chilton 
Company, Chestnut & 56th Sts., Philadel- 
phia 39 Pa editor, William <A. Phair, 
Chestnut & 56th Sts., Philadelphia 39, Pa. ; 
Managing Editor, kK. L. Barringer, Chest- 
nut & 56th Sts., Philadelphia 39, Pa.; Pub- 
lisher and Business Manager, Leonard V 
Rowlands, Chestnut & otth Sts., Philadel- 
phia 39, Pa. 

2. The owner is: if owned by a corpora- 
tion, its name and address must be stated 
and also tmmediately thereunder the 
names and addresses of stockholders own- 
ing or holding | percent or more of total 
amount of stock. If not owned by a cor- 
poration, the names and addresses of the 
individual owners must be given. If 
owned by a partnership or other unin- 
corporated firm, its name and address as 
well as that of each individual member, 
must be given 

Holders of more than 1 percent of the 
capital stock outstanding of Chilton Com- 
pany Mary M Acton, 260 Sycamore 
Avenue, Merion Station, Pa.; Mrs. Beulah 
Fahrendorf, Chateau LaFayette, Scars- 
dale, New York: Dorothy S. Johnson, 
Route 1, Putnam Valley, New York: Kim- 
berton Hills Farms, Ine., 1608 Walnut 
Street, Philadelphia, Pa.: Mabel F’. Myrin 
1608 Walnut Street, Philadelphia, Pa. ; 
Mary M. Acton and John Blair Moffett 
Trustees U/W of Clarence A. Musselman 


\\ 








Because Marion Handles... 


@ Are presold for you 
@ Are priced to volume sell 
@ Permit equalized inventories 


@ Guarantee customer satisfaction 


Deceased, 1608 Walnut Street, Philadel- 
phia, Pa.; Beneficiaries: Mary M. Acton 
and David Acton; J. Howard Pew, 1608 
Walnut Street, Philadelphia, Pa.; J. N. 
Pew, Jr., 1608 Walnut Street, Philadelphia, 
Pa. ; Mary Ethel Pew, 1608 Wal nut Street, 
Philadelphia, Pa, Alberta C. Sly, 415 
Kast 52nd Street, New York 22, New 
York; Alberta C Sly, Executrix U/W of 
Frederick S. Sly, Deceased, 415 East 52nd 
Street, New York, New York, Benefici 
aries; Albert C. Sly, Alberta GC. Sly, and 
John E. Sly; Soleil Farms, Inc., 1608 
Walnut Street, Philadelphia, Pa.; Char- 
lotte M. Terhune, 160 E. 48th Street, New 
York, New York. 

3. The known bondholders, mortgagees, 
and other security holders owning or hold- 
ing 1 percent or more of total amount of 
bonds, mortgages, or other securities are 
(If there are none, so state.) None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora. 
tion for whom such trustee is acting; als« 
the statements in the two paragraphs 
show the affiant’s full knowledge and be- 
lief as to the circumstances and conditions 
under which stockholders and security 
holders who do not appear upon the books 
of the company as trustees, hold stock 
and securities in a capacity other than 
that of a bona fide owner. 

56. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 





ro 
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to) paid subscribers during the 12 months 
preceding the date shown above was (This 
information is required from daily, weekly 
semi-weekly, and tri-weekly newspapers 
only), 
LEONARD V. ROWLANDS 
Publisher and General Manager 
Sworn to and subscribed before me this 
i4th day of September, 1959. 
James Miades 
My commission expires June 11, 196°? 
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Sample board boosts 


of wire cloth 

Hardware cloth and insect screen- 
ing displays have been arranged by 
a Delaware dealer in a neat and ef- 
fective way. He trimmed 2x2 in 
patches of each type of cloth and 
screening, and mounted the sam 
ples on a thin piece of plywood. 

A 1x2 ft section of plywood shows 
10 kinds of wire cloth. Each type 
is identified as to size and price per 
running foot. Customers examine 
the board, pick out the kind they 
want, and the dealer goes to the 
stockroom to cut the order 


sales 








PROFIT 





n your POCKET 












Sp SAA 


ASK YOUR MARION REPRESENTATIVE TO EXPLAIN THE MANY MARION ADVANTAGES 
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ase NO. 1 DOLLAR SELLER! 
100 wrece 

PA 

pssonimrn 
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The perfect impulse 
item! WERCHANDISED 
in an attractive, self- 
selling counter display 
box =— FREE with 
every dosen packs. 


oven caen ences 101 SPRING ASSORTMENT 


” (Contains a variety of 101 handy 
Om he Oe springs for 1001 jobs, all of plated, 
stag high quality tempered wire. Packet 

-Pc. Grinding Wheel in plastic box contained in an attrac- 
Assort. (61) tive, printed, heavy gauge, hang-up 
Mechanics Tweeze: poly bag. 12 to a display box (5 Ibs.) ; 
Set (2P314) i; display boxes per master (30 Ibs.). 

Prepd. freight on 150 lb. shipment 


it Your Jobber or Write for Literature and Prices 


COASTAL ABRASIVE & TOOL CO., INC. 
40-22 23rd Street, Long Island City |, New York 


THE ONLY COMPLETE LINE OF POWER TOOL ACCESSORIES 


\@@>+e@¥% 


Want more facts? Circle 214, p. 141 


‘“‘HI-BUY’’ BLISTER PACK CARDS TO INCREASE 
SALES OF For Wallis up to %4” 
wy i; ea 











EACH CARD PRINTED IN 
THREE “‘HI-BUY"’ COLORS 


3 Sizes To Keep Your Inventory Low 


ASK YOUR DISTRIBUTOR FOR THIS FAST SELLING ANCHOR! 


OTHER PRODUCTS 


“DHD" Diamond Hammer Drive DIAMOND “SPRING” TOGGLE 
Anchors for Masonry Fastening BOLTS (Pat.) 


Forged Aluminum, Nail-Type Anchor Wings form a truss — do not bear 
against the bolt. 
DIAMOND CALKING ANCHORS DIAMOND “P"’ LAG — 

for use with Machine Screws. Thin EXPANSION SHIEL 
fibre insert keeps dust out at bottom with variable and parallel - 


b lit “‘DI-FORGE" PERCUSSION 
ie Guay MASONRY DRILLS Write For 
Line for hand holders or electric hammers, Catalog #158 


DIAMOND EXPANSION BOLT CO., 
Garwood, N. J. 
Branches: Atlanta 13, Ga., Boston 10, Mass., Chicago 6, Ill., Dallas 7, Texas. Denver 
4, Colo., Detroit 38, Mich., Los Angeles 13, Cal., New York 7 7, N. Y., Philadelphia 2, 


Pa., Pittsburgh 22, Pa., San Francisco 7, Cal., Se: e 4, Wash., St Auis 3, Mo., 
Washington 17, , & Cc ANADA: Montreal, Toronto, 





Vancouver 
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New RiIFAI(ID> 
Bench Chain 


Vises 
with Large, Easy-to- 
Operate Top Screw 
Handle. 5 Sizes for 
Ya" to 8’ Pipe, Con- 
duit, Rod. 


Display These 


Pipe Vises 
for easy profitable 
Home and Farm Sales 


Rikaib 
Bench Yoke 
Vises 
Known Everywhere 
as Extra-Handy and 
Rugged. 8 Sizes for 
Ye"’ to 6"” Pipe, Con- 

duit, Rod. 


Every home and farm workshop needs a good 
pipe vise. When customers see these RIf@albp 
Vises displayed in your store, they’ll like the 
heat-treated tool-steel jaws for slip-proof grip 

. the rear rest that keeps pipe straight for easy 
cutting, threading, reaming . . . the handy pipe 
bender that’s a real time saver. They'll recognize 
the extra quality built into every RIGID pipe 
tool to assure trouble-free lifetime service. For 
good, steady profits . . . call your Wholesaler. 
While you're at it, don’t forget your own pipe 


service department—order one for it, too! 


Want more facts? Circle ’ 
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Candy jars are perfect 
to stock bulk seeds 


STEVENS 


, 


Py, 
“WALDEN INC. 


THE MARK OF QUALITY TOOLS 


Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, 
popular priced for volume selling. 


STEVENS WALDEN, INC., Worcester, Mass. 


Want more facts? Circle 217, p. 141 ars in this picture once 
held penny candies. Now that the 
penny-candy era has passed, the 
jars have been put to another use 
at M. S. Yearsley & Sons Hard- 
ware, West Chester, Pa. They make 
excellent storage bins for small and 
lightweight seeds of various types. 

The jars have many advantages. 
They are air and moisture tight. 
They are difficult to spill. These 
jars each hold several pounds of 
seed. With them, spoilage, insects, 
and vermin are no problem. 

All seeds from these jars are 
@ The addition . sold by the ounce. Prices by the 
of this 30 Ib. capacity \ ounce are clearly marked on each 
hanger to the Moore line jar. A dipper and small balance 
provides the answer to any scale complete selling equipment. 
picture, or mirror, hanging prob- The Yearsley 
lem your customers may have. 

Known as No. 26, it is pack- 
aged the same as other Moore 
hangers in colorful Picture Win- 











store handles 
dozens of types of seeds for rural 
ast | trade. Bulk seeds such as corn and 

peas are in open bins. But smaller 


and lighter seeds, usually sold by 
dow Packets (4 # 26's to packet). The Moore 720-8 the ounce instead of the pound, 
Like them it sells fast, and with coh stage gece require special handling. © End 
less effort. the 5 different sizes, 


Your jobber can supply you. et measur . 
’ PRY Er aa*thennt Color marked fasteners 


diameter base. All 


ceuiincieiiaitan increase self service 





























The hardware department of At- 
lantic Lumber Co., Bell, Calif., sells 
bulk fasteners without using the 
time of its salesmen. 

A color code system helps the 
customer pick the right screw 
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Sound Reasons Why 


@eeeeeeeeeeeeeeeeeeeeeeeeeeee 
= . 
» 


al 
—e 








~ 
ca 


Me-C jel rap ecorwtiae 
ANGER, SYSTEMS icici j 


YOU'LL REALLY DIG THIS 


...amarking pencil that writes 
big and bold on anything you 


sell or service! (And that in- BEST Taps your BIG 
cludes glass, plastic — even 
cellophane!) Husky case, 


handy clip...refills in several | ADS Shallow Well Market! 


e.ace 
flashy colors! = 








ime-o-jet offers 
Y Dempster Prime 
on ’ ina low-priced water system 
LISTO PENCIL CORPORATION, ALAMEDA, CALIF. 


o  ,8 illed) 
‘mina—(After case initially fi 
———S Ee . ; sa Pe -Ouerenteed suction to 25 ft. 





Ask your wholesaler or write 






th ) 

2 a Capacity—Delivers up to 1010 gals 

| | r hr. 

- ey 5 A K rationally-Known Motor — Designed espe 


Key Reel ae 


COUNTER CARD 


cially for horizontal jet-type PUMP® ven- 

ilated 

5 thistle Rotary aon te easy service 
——— —~ — passe y cnc Nozzle 

: aoe 6. Corrosion- 

w(eiy eu youn Oxy *ro g& 


h- 
: Le . o 7. \nsert-Type Venturi—No threads; no wrens 
¢) ty 6) YOU! P A a | | es needed 


*_¢ ear 
: rt—For minimum W 











9. Heavy Brass Wearing Ring, 
Impeller Shaft 
KEY-BAK Key Reel is HIGHLY ADVER.- 
TIZED in such magazines as POPULAR 
MECHANICS, TRUE MAGAZINE, etc 
KEY-BAK advertising is seen by over 
5,000,000 people EACH MONTH. You 
make money from KEY-BAK advertis 
ing when you prominently display the 
famous self-selling KEY-BAK Counter 
Display Card in your store. We'll tell gyms 
them .. . then, you sell them! Get 2Aye 
KEY-BAK now from your jobber 9 ) 
or write direct. 


OVER TWO MILLION 
KEY-BAKS NOW IN USE! 


Key-Bak is pocket-watch size, highly-polished chrome finish. It’s 
worn on the belt by millions of men who carry keys. Swedish clock 
spring reels in the 24” long STAINLESS STEEL chain; keeps keys 
always safe and handy at wearer’s side. LIFETIME GUARANTEE 
West of Mississippi 


RETAIL These are the reasons why the market’s bigger and 


$995 more profitable with Dempster Prime-o-jet. The many 

Prime-o-Jet models open the door to many sales where 
price is a factor, because while Prime-o-jet prices are 
low, quality of workmanship and materials is very 
high. You sell Dempster with confidence; your cus- 
tomers buy Dempster the same way! Write today for 
free illustrated Prime-o jet folder and details on the 
valuable Dempster Dealer Franchise. 


3 NOW! 







80 Years of Water System 
Experience at Your Service ! 





DEMPSTER 
MILL MFG. CO. 
Beatrice, Nebraska 


Branches and Warehouses: Omaha * Kansas City, Mo. « Des Momes 
© Sioux Falls « Denver * Oklahoma City « Amarillo « San Antonie. 


East of Mississippi 
LUMMIS MFG. COMPANY | CTL COMPANY 


1710 W. Stewart Ave 
Wausau, Wisconsin 


Want more facts? Circle 220, 6. 141 





2242 E. Foothill Bivd. 
Pasadena, Calif. 
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quickly from an & ft display sec hand lettered in color. This stands 


tion. Halves of plastic butter dishes for the type of screw. 
serve as bins. For example, red letters mean 
The firm also sells packaged fast flat-head screws, Gold means round- 
head brass screws. Green is for 
oval-head nickel 


stands for a Phillips’ 


but the open displays serve 


eners, 


the customers who insist on only a screws. Brown 


few of a kind of screw or bolt head, and so 


color keving on. 


Here’s how the 
vorks° 
An information card tells what 


The overall department has been 
coded for the staff. It is 
labeled “A-9,” and this means the 
back-up stock marked A-9 is the 
right stock for the fixture. 

Prices for all screws are marked 


sales 
the colors stand for. Each bin has 
a white identification card. On each 
if the bin cards the size of the 
screws (by number and length) is 


Sandvik Saws serve the world! 


TRADE 





Traditional Swedish Craftsmanship 


_ is built into every fine Sandvik buck 
saw. ‘‘Hard Point’ patented blade of 
Sandvik Swedish Steel, recognized the 
world over for its exceptional cutting 





OTHER PRODUCTS 
SANDVIK OFFERS 





HAND SAWS ices 
FILES qualities. | | 
Recommend, stock and display Sandvik 
CHISELS buck saws, because when you offer 
PLIERS Sandvik you are offering the best. 
SCYTHES 


* 
_. all made Sandvik steer inc. 
from the finest Pryor? Saw & Too! Division 
Swedish Steel! aa 1702 NEVINS ROAD, FAIR LAWN, N.J. 
4927 
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This help yourself fixture is color 


keyed for fast service. 


on the sides of the plastic bins. 

The cashier has a master price 
chart for quick, visual checking. 

The screws are arranged on the 
fixture in ascending order from the 
top shelf down. That is, smallest 
screws of a certain type downward 
to largest. 

As the types change, the size or 
der is repeated. 





HARDWARE HUMOR 


ee 





yess 


| dont care what the lady 


/ 


we dont wrap each nut and bo/t.. 


wWaNTS 








“YY BENTZINGER 






FF 
a = 










































> EG © L By T { a TRILL SETS ~ 
Z < Brushes HIGH SPEED STEEL 
Assure 


HS-45-SET > ASSORTMENT 


Repeat Sales! 


e Priced right—always a profit for you. 


e Full line of Wall, Sash and Varnish- 
Enamel brushes. 








e Available in Tynex Nylon, Pure Bristle 
and Bristle and Oxhair. 


e Variety of eye-catching 
counter racks and display 
cartons to help you sell 
Bentzinger. 


e Master Painter Approved 
Preferred by Homemakers. 











Write for catalog 
and price list 























317 NORTH THIRD 





READY FOR 
CHRISTMAS 
SHOPPERS ? 


HERE'S A COLORFUL 
WALL OR COUNTER 
DISPLAY reminding 
your customers that 
... suddenly it will 
be Christmas! 


ST. LOUIS 2, _— 
Want more facts? Circle 223, p. 14 





the BIG name 
in Gun Cleaning 


GUN CLEANING 
ESSENTIALS 


Outsell all ators! 


Display them m prominently 


HOPPE’S products walk off with 
the top scores in both sales and 
profits in every state in the 
nation! Long-established user 
acceptance and trust . . . plus 
consistent national advertising 

. Keeps HOPPE the BIG name 
in gun cleaning. Display HOPPE 
products “up top” and “out 
front’ . . . watch your sales 


scores go up! « 
FRANK A. HOPPE, we. 4 


2314-A N. 8th St., Phila. 33, Pa. oe | aN . 

ASK YOUR JOBBER . Ses 

Gintaee @ ~ Sranparp Toor ('o. 
BRANCH WAREHOUSES IN: NEW YORK - DETROIT - CHICAGO - DALLAS - LOS ANGELES - SAN FRANCISCO 
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® ATTRACTIVE, ATTENTION 
WINNING ... this display is 
made of durable white card- 
board with red lettering, Con- 
venient size 15'%" high, 14” 
S/ 
6 


deep and 1174" wide, 


@ Display features three No. 
HS-13 and three No. HS-45 
drill sets. Beautifully packaged 
in plastic containers, Each in- 
dividual set is gift wrapped. 


Remind your customers to 
start Christmas Shopping NOW! 


All drills fit V4" chuck. 











g FLOWING 

New "iiisoor2s 
Hii ; . | CARLTON J. MILLS, 
manager of the pricing de- 

‘an partment for Wyeth Co., 





a hardware wholesaler in 
St. Joseph, Mo., began his 
hardware career with the 
Wyeth Co. in 1904. He 
started 55 years ago as an 


For Coal, order clerk, advanced to 
Coke. and An the catalog department, 

Wood Units i and later transferred to 

\ ee the city sales department. 
\ : Aes In 1927, he transferred to 








the pricing department, of 
_ S807 pestrove* 


ma which he is now manager. For a hobby, Mr. Mills 
“. ell Tr * SOOT Fire PROTECT fue ; 
pg ree ay ee. RT De concentrates on his home and garden. 





e Faster acting with free-flowing e Cuts cleaning and repairs . , a 
Anti-Soot 29 e Self-selling cannister-type RALPH YODER STOUT, 


e Helps prevent chimney fires sprinkler container vice-president and general 

1 Ib. 79c 38 oz. $1.39 _ superintendent of the Co- 
lumbian Cutlery Co., 
Reading, Pa., began his 
career at the age of 15 in 
1907 with Columbian Cut- 
lery. After working his 
way up to assistant super- 
intendent in the manufac- 
ture of sheep shears and 
garden tools, he became 
superintendent in 1925. 
Mr. Stout is now a vice- 
president of the company. Active in community 
affairs, Mr. Stout has been treasurer of his 
church for 25 years. He has a daughter and one 
granddaughter. 
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Profits from hobbies 
(Continued from 166) 





Repair department's test tracks for checking overhauled 
trains. 


tising to appeal to this group. They also buy plastic 
railroad spikes, model cities, landscaping items, scale 
lumber yards and miniature factories. Miniature fig- 
ures, paints and brushes for finishing them and books 
on model railroading are other items offered in the 
department. 

Mr. Judy says, “You can do a profitable business in 
HO alone, or in just one brand of HO.” 

Until three years ago the firm carried only one HO 
line, but now offers several brands. This merchandise 
is interchangeable from one brand to another. 

The firm accepts some trade-ins, but encourages 
customers to sell their own outfits. When trade-ins are 
accepted they are taken in at one-fourth to one-half 
of their original price to leave room for recondition- 
ing and selling costs. 

To be able to offer price leaders, the firm sometimes 
buys discontinued merchandise. Ready-built lines, 
Mr. Judy says, are so competitive that great care must 
be used in this kind of buying. The only excuse for 
doing this is to appeal to price-minded buyers and to 
be able to offer attractive specials in the Christmas 
selling season. 

Kits are displayed in glass cases because some of 
them are expensive and easily pilfered. Other items 
are displayed on perforated panels. 

A short section of track, spanning several metal 
hangers is used to display trains. 

3ecause operating trains are always eye-catchers, 
the store has them in a window at all times. When 
the store closes for the night a model train operates 
in the lighted windows. @ End 


ULLAL 


For Oil and Kerosene Units 


CHIMNEY 
WEEP 


LE 
TaN TION! 


FUEL OIL 
it ADDITIVE 


and SOOT DESTROYER 














| HELPS KEEP BURNERS 


Clean end Trouble Free! 





e Cleans out soot and dissolves 
sludge and gum automatically 


e Helps check oily odors 


e Cuts cleaning and repairs 


e Helps clear out clogged fuel 
lines 


Pt. 1.39 Qt. 2.49 lL. Gal. 4.69 









ig TOSSive 


Mer, es m 
—m Ea 


Hy; F 












‘OME D 
3 

“sd 
=<€,% Progressive 
+ Lo Farmer, 
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for 
over 
75 years 


.. McGILL 


MOUSE 
and RAT 


TRAPS 


* ~~ 
ew oust 






J* PREFERRED 


‘ie BRAND 

ill PALKS 
the McGill i. 
Over 75 years of customer preference 
attractively packed in this convenient, 
self-service 2-PAC. Eye-appealing, buy- 
appealing, pre-priced two for fifteen cents, 
and transparent package are proven traffic 


stopper features. Easy dependable, four-way 
trigger action build customer satisfaction. 


ALSTEEL 2-PAC 


This attractive, 
plated Alsteel 


nickel- 


2-PAC 


sells itself. Easy and safe 
to set, sanitary ejection 
dependable 
trap 


plus fast, 
action features 
more sales. 











For business and home 
use, this attractive, five 
position, razor blade 
type scraper and cutter 
has sure-fire sales ap- 
peal. Each scraper sup- 
plied with blade . 
ready to use. 


McGIL 


MARENGO 


METAL PRODUCTS 


COMPANY 
ILLINOIS 
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Convention Calendar 














convention shows conferences 
— . 
Convention Check List 
f ’ complete details aqabodouT tne conventions ana Ss’ WS 7 DeIOw ea the 
alphabetical listing start ng on p. 155 Oct. & issu ne next 
mMmpié T% ? na wilt be in No. 5 ccii@ 
October February 
25-27 Mardware Wholesaler 1-2 Ww CeTail Hardware 
C nventior i Mer >| Acs MA juUKee 
SI Ow, Fort W yy 2-5 | O R « ? Har war} Ass 
29-31 Montar Hord %, Des Moines 
ment Ac<« f 5-7 Home mproven t Produ 
Si ( + 1Q ) 
November 6-8 Ter Rata Hardware 
c Be p pal . 
2-12 Cotter ra ( , ‘ Jashville 
Show 3 Chi 7-9 kiahoma Hardware & Impi 
mre Ac Ykigh ma City 
Our OC b 4 ware Cx a 
January 7-9 Ou ‘ard . Tt 0 = 
ent Ky Merchandise an 
3-5 Ace Wardwars ( re ( a 
r — Ainneart 
vention & Exhibit, Chica 
: , 7-9 Vire rk Hordaware A 
¢1-13 Minnesota Reto Hard 
A« n KA nr Mt V f j . J f 
ree, 7-10 O} Hardware Assn.. Cle 
11-15 Notiona ry rehit 
Chicaq 
rT | ( Hordware As 
17-19 }] no} RR ce > ) A 0 
ry oor 
Spr r yf ld s\4 ’ 
9-11 | Y. Set R Be nc.. A 
17-19 Texas Hardv Stem | é 
. } Previe & M 
Assr Va ; A i! 
na NOw \ TOW roa 
18-20 We ter ~ me x, ) ; 
’ A , 14.15 ats. ,eTdi rH irdwa 
Hord ‘e| p Ky ( 
‘ A Rock 
- 14-16 Co : Retail Hardwar 
24 Cor r é 
Davenport nbined Ch C 
rm } SNOW ) 
cys Jie r ’ ‘ 
24-26 Albany Hardware & ( . , 
-) ler Sh , A bh ‘a ’ 14-16 r ¥ | we FAS 
24-26 rhpbbpora St R M, . 
( ( 14-16 t p } tHardw 
} )’ My P 
: : ders 14- : irdwar R, Ime 
DEBh iidesmauntas 4 va 4-16 
QO me AMO | ‘ 
| / 15-17 reé My At) } T > 
' - r } reed } re A Horr 
24-26 7 K ry | | 
A > ‘ ’ 
, 16-18 M kK HH iware Ass 
25-26 PLAITVE } » DL , . | 
{ A, KA f < ny 
m 20 22 ] 1 } ] LJeqQqg 
’ Ay b ‘. 
ge. 21-23 A Hardware Ass 
25-27 nited lard t p 
‘ . . 21-23 Pa lorthwest Hardware 4&4 
Ip! 7 M } S| “ Mir iry n+ A . p rity nd C) f 
— 21-23 W: ut Mesduese © Meus 
26 27 naiana Ket } } A ware S YS A: eles 
indianat 2 v7 ' 
; 1-23 vVes’ \ ] in yawoare As 
26-27 Van Camp WH j Ry, Parlact ' 
( Cc 4 ” 
’ Spr R, Surry KA, 23-25 4 ray A ( T 
wse off } it ’ } 1 1 R, ‘ ewar 
26 28 M 7 b-4 | A Cc ( ‘ NJ ( 
29 to r , Tote Rea j ra 
26-28 Mountain St : 2 Mar. 2 Syra 
my r + A l) 
30 to I . R, March 
Feb. 2 Hardwa f k 22-24 R Hard 
For complete details about conventions and shows listed above see the Oct. 8 
issue of Hardware Age. 





















































“WE'RE ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 
“SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE! 





“SCOTCH” and the plaid design cre registered trademarks of 3M Co., St. Poul 6, Minn. 


TMitenesora fining ano )ffanuracrurine company 


LK 
‘” 
eee WHERE RESEARCH 1S THE KEY TO TOMORROW < 








FOR EVERY PURPOSE! 


For Standard Sizes or Special Orders, 
Fill Your Needs at... 


“HINGEQUARTERS © 


CONTINUOUS HINGES BRASS CABINET BUTTS 


Narrow Middle Broad 


ii “i ie 
Oo OO) OHO 
TEMPLATE HALF-SURFACE 


< BUTT HINGES 
HINGES for c Piain and Bali Bearing 


For Kalamein. Hollow Metal 


; ¢ 
FOLDING eo le Write for ¢ and Wood-Fireproot Doors 
SCREENS } Complete ¢ Reversibie for RH of LH 
epee 








All lengths, widths, finishes and metal: 
with of without screw holes 





installation 
Double Acting Catalog Button Tip 
on your 


business 


- letterhead SPRING HINGES 
BUTT wns fl oF) various (° FT 
Finishes ’ ; 


Bail or Button Tig 

Loose of Tight Pin 0 . 4 Button Tips ‘ 
All Finishes 

Regular or Ball Bearing 



































Single and Doubie Acting for installation 





Template or Non-Template with of without Hanging Strips 


5. PARKER HARDWARE MFG. CORP. 


Quality Hardware Since 1900 
27 LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2,N. Y 
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NILE WAY 


permanent low-cost 
Dustl-ban filter offers 


bigger profits for you. 
Bigger savings for 
your customers! 


SKUTTLE’S HIGH QUALITY DUST-BAN OFFERS 
ADVANTAGES FOUND IN AIR FILTERS COSTING 
TWICE AS MUCH. 


Increase your profits from filter sales by selling the 
best package deal ever offered! The new Skuttle 
DusT-ban Air Filter provides the finest in permanent 
filtration at the lowest possible price! The savings to 
your customers continue for years after the initial 
purchase, because the DusT-ban is completely wash- 
able ... no oiling necessary. Manufactured to give 
years of service, the DusT-ban is designed to remove 
the smallest particles ELECTROSTATICALLY, yet the 
wide open grill permits maximum air flow at all times. 
Write for descriptive literature today. 


16” x 20” x 1” RETAIL 
FILTER) 3 16°%x25"x 1” PRICE 


SIZES 20” x 20” x 1” 
20” x 25” x 1” “495 
' each 


Check with your wholesaler on 
Skuttle’s FREE filter gage offer. 


As advertised in House & Garden and House Beautiful 


Gaykasiile MANUFACTURING CO. 


MILFORD, MICHIGAN 
Want more facts? Circle 229, p. 141 
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How's the Hardware Business? 





Steel strike confuses Spring promotion plans 
Prices, deliveries uncertain on key items 


The effects of the steel strike 
are being felt more and more 
strongly in the hardware trade. 

Even a Taft-Hartley injunction, 
which would resume production for 
80 days, will not prevent a serious 
steel shortage in the months ahead, 
nor ease confusion in the planning 
of wholesalers and dealers for 
Spring selling. 

It is expected to take 60 to 90 
days, after steel production starts, 
to refill the pipelines and to permit 
manufacturing plants to get back 
to normal operations. In the mean- 
time, actual shortages and unbal- 
ance in steel supplies in factories 
is expected to hurt shipment of 
some Christmas merchandise and 
Spring goods. 


Labor cost a factor 


The actual shortage of steel is 
just one phase of the problem be- 
ing faced by the trade. Another, 
and very important factor, is that 
manufacturers are hesitant to 
quote firm prices until the steel 
wage question is settled. 

An increase in steel wages would 
be felt by hardware manufactur- 
ers, not only in direct steel costs, 
but also in their labor rates. The 
terms of the steel industry wage 
settlement will undoubtedly set the 
pace for demands from unions in 
other manufacturing plants. 

Wholesalers were especially dis- 
turbed at the New York Hardware 
Show by their inability to get firm 
prices and delivery promises on 
many items they planned to offer 
dealers this Spring. 


Dock strike hurts, too 

Shortages have appeared largely 
in merchant products, pipe, galva- 
nized sheets and similar products. 
Several distributors attending the 
recent Atlantic City convention re- 
ported they had completely ex- 
hausted their stocks of such items. 

When the steel strike was de- 
veloping some months ago, a num- 
ber of distributors attempted to 
anticipate the shortages by placing 
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large orders for imported steel 
products. But East Coast ports 
were closed down for some time 
due to the longshoremen’s strike. 
This strike delayed the unloading 
o: these imported goods. 

Despite a resumption of steel 
production, increased shortages 
can be expected over the next few 
months. One wholesaler reported 
that at present the company is out 
on 40 items that cannot be re- 
placed due to lack of steel. This 
number is expected to increase 
steadily for a while. 

Manufacturers say that the real 
damage from the strike will be in 
a shortage in specialty grades of 
steel. In many instances a factory 
will have a good quantity of cer- 
tain types of steel on hand, but 
will be short a special type needed 
for some small part. The lack of 
this small part makes it impossible 
to assemble the product. 

A good policy for dealers at this 
point, it is suggested, is to main- 
tain stock of all metal items at a 
minimum of 90 days’ supply until 
the pipe lines are filled up again. 


Record bicycle sales 

A steadily rising increase in bike 
use by young adults in recent 
months points to a record year for 
bike sales, according to the Bicycle 
Institute of America, Inc. Also fac- 
tors: doctors urge use of bikes for 
health; college campuses’. don’t 
have room for cars; suburban liv- 
ing makes frequent short trips 
necessary. 


Business firms grow 


A Small Business Administration 
report on the first half of 1959 
shows a substantial increase in the 
nation’s business population. More 
than 103,000 new firms were in- 
corporated, an increase of 46 per- 
cent over the like period of 1958. 
A record number of business loans, 
3000 transactions good for $147.3 
million, was made in the first half. 


Water systems’ sales 
show 12 percent gain 


Water systems’ sales for the 
first 7 months of 1959 were 473,- 
063, more than 51,000 ahead of the 
like period last year for a 12 per- 
cent gain, the Dept. of Commerce 
reports. 

July sales of all types were 8&3,- 
595 units, nearly 3000 greater than 
June this year. 

The order of sales was jet, con- 
vertible jet, submersible, and non- 
jet. The biggest sales increases 
favored convertible jets and sub- 
mersibles. 


Manufacturers name new 
distributors for lines 


The following manufacturers 
have named new distributors for 
their lines: 

Pioneer Saws division, Outboard 
Marine Corp., Waukegan,  Ill.— 
Larsen-Olson Co., Minneapolis. 


Business failures dip 

Business failures dropped to 222 
in the  holiday-shortened week 
ended Sept. 10, down from 308 in 
the preceding week, according to 
Dun & Bradstreet, Inc. Failures 
were also well below last year’s 
256 in the like period. 


Jobless claims fall 

New claims for jobless pay de- 
clined by 49,500 to total 187,800 
for the week ended Sept. 12, con- 
tinuing the trend of previous 
weeks. The Sept. 12 figure is the 
lowest level of the year despite the 
continuing steel strike. 





Promotions 


Manufacturers’ New 
Merchandising Plans 


Kenner Toys to get 
$14 million TV push 


Two toy lines manufactured by 
Kenner Products Co., Cincinnati, 
Ohio, will be given an added fall 
promotional push with a $144 mil- 
lion TV budget. 

Some 50 markets with high-rated 
children’s programs will view the 

(Continued on page 215) 
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NEW! NYLON TIRE-CORD 
REINFORCED GARDEN HOSE 








EXCLUSIVE! NEW 
AWARD-WINNING HOSE LABELS 
Catch the eye and convince the customer! G’ R | GARDEN QUEEN 


Presented 1958 Grand Award for Inform- ae Garam + 
ative Labeling by The Society of the ~~!" 
Plastics Industry! 


excLu sive! 


Circle 230, p. 141 
L. P. A. combined with the finest quality 


raw materia!s at initial stages of manufa: 
1ENT 
R INGRED ture means you can talk, sell top-quality 


TE 
Boos hose always! Another plus selling factor 


for the famous Mirror Finish Gerineg lines! 


GERING 


Concumer Products Div. 
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“ Guaranteed by. 2 
Good Housekeeping 
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THE PUSH IS ON...THE PROFIT !S BIG 
cis ae £e) 8] iy. \-] eee) 10) -1- mage ley A GERING PLASTICS division of STUDEBAKER-PACKARD CORP Kenilworth, N. J. 


A brand for every need — GERING » MERCURY + GARDEN QUEEN « THRIFT LINE « GERING DELUXE 
* Garden Hose «+ 3-tube Sprinklers + Single Tube Soaker-Sprinklers 
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You never sau 
such action until you foul out 
a display of— 


FLOATS 
K BALLS 


Those who have, know that there are juicy, extra profits 












in even the occasional featuring of these fine products. 
Remember, everyone has a use for them in their home. 


Reichert Long Service Plastic and Solderless Copper 
Floats and Spin-Seat* and Rite-Seat* Tank Balls can make 
friends of all your customers. 


Every float is individually inspected, tested and 
guaranteed leakproof. Every tank ball guarantees 
positive closing. There's a style, size and shape for 
every requirement. 


Catalog and prices on request. 
Plan your display now. Place your order 


for an ample supply. 


THE REICHERT FLOAT & MFG. CO. 


2243 Smead Avenue ° Toledo 6, Ohio 





*Trdmrk. Reg. 
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ROLLED 


NEW tuneaos 


make the difference! 












Wipes Clean 
in Seconds! 





* New 3-Twist Lok-Spin Cap! 

* Draws in Bulk Caulk—Vacuum Fast! 
* Fits All Cartridges Snug! 

* Takes All Standard Nozzles! 











: 33 
” ” rode! Me hk ~ 
Only “VITAL” makes + * ~ wWe— 
Caulk Guns exclusively tr A 
v4 


— completely. From us i” / . 
CRADLE-CAULKER 
Takes spouted cartridges 


be st suite qd to your Ccus- eeeeeeeeene ae eeeeeeeeeeeee 
, ° . Rg . : 
tomers’ requirements — : ge\ EP. . SD 


shipped to you direct — 


you select only the guns 


on time ...No need to 
overstock. 
CAULK-MASTER 
Our wide selection of : For spoutless cartridges 


both guns and nozzles : _ 
with all the established  : ode» aa 
diameters and lengths, is: a 
the result of years of ex- Ow 


MAINTENANCE 


yverience in interpreting | 
I terpreting Bulk and cartridge gun 













What the industry requires, leeeeeeeeecccsccceeeeceees 
, ; \ — 
Allof the improvements : ge\ * | 
: NO | 
on caulking guns arecon- : sh | 
. . ° a m —— , q 
tinually being made at i— 
‘6 ” : CONTRACTOR'S 
VITAL” where we can :% | 
- Bulk and cartridge gun.., 
serve you betterthanany- : for longer loads 
one else, at lower prices, 
S 
, attee NNED NOZZLES 
and with quality JOR GAL CAUKING, sa 


aur 


be yond your 







pmeE 
uninG €QU! 
vitas CF . 


ana ayane (aie PP ae 
TEE Le 


LVL 0.07 ager 











expectations. 





MANUFACTURING CO. 


7504 Quincy Avenue * Cleveland 4, Ohio 
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EVERY DEALER= 


n make more money with S-K/Lectrolite Wrenches... 





and 7 good reasons why: 


QUALITY 
A real competitive advantage immediately ubvious—handsomely Ask your wholesaler salesman for details 
plated finishes, rugged strength, perfect balance and precision- of the S-K /Lectrolite success story ... or 
finished openings. write, wire or phone S-K /Lectrolite Tools 

VALUE collect! Phone Chicago, LAfayette 3-1300 
That enables you to offer your customers more for their money or Defiance, 3-2065. 
in the finest wrenches and sets on the market today. 

USER ACCEPTANCE 
A loyalty long established with the quality-conscious men who 
earn their living with tools. 

SET SALES | 
Deliver —alone—more than twice the business possible with gy . K “biti 
the ordinary line of individual wrenches. Le , 

TURNOVER 
Consistent 3- to 4-time annual turnover—a matter of record. 

Spd Spaver* DISPLAYS 
The all-new series of smart, fast-selling merchandisers! Ask 
today for SpaSaver* Display Brochure, No. DB-958. . 

ee Designers and Manufacturers of 

DEALER PROTECTION ; ; Quality Wrenches Since 1923 
S-K /Lectrolite Tools are available only through established 
wholesalers and retailers, assuring protected profits. 


CHICAGO 32, ILLINOIS 
DEFIANCE, OHIO 


*Trademark 





( juAuty BullLDINO PRODUCTS 


... IMPROVE CONSTRUCTION! 


METAL CROSS BRIDGING 
Instant application seves 50°. of the 


VERSATILE JOIST SUPPORTS 


For new construction or repair, YECK 
labor cast of wood bridging. . . stronger supports make the strongest joint where 
en i ee wee joist does not rest on foundation or 
joists on 16°° centers beam. . . holes are properly punched 
and spaced for quick application 








CORRUGATED WALL TIES 


A low-cost but vital 
item im masonry work 
. galvanized 7 x 
1/8” steel straps 
deeply corrugated for 
positive clhaching action 








METAL SIDING CORNERS 


Aluminum or galvanized 
steel comers for all 
sizes of siding and 
shingles 








Low cost, 


Fast moving 


HANGER IRON 


Galvanized or cold rolled 
steel — hundreds of uses 
in home, shop, farm. 20 
gauge. 10- foot coils 34" 
wide with 14" holes, Va" 
apart. Individually boxed 
in attractive red, white 
and blue cartons as il- 
lustrated, 24 boxes per 
shipping case or bulk 
packed, 25 coils per ship- 


ping case. 


ALUMINUM DOOR GRILLES 


Precision -made 
variety of designs 
of initiailed models 
(shown) fits 30° 


trgid construction wide 
full line of sizes in plain 
universal size door grille 
36" doors 


For rough carpentry or finish trim, YECK Metal Building Specialties are low cost aids to 
speedy construction, better accuracy and appearance . . . assure PROFIT! Available for 
immediate delivery . . . in any quantity . to any location 


a COMPLETE line including FLASHING SHINGLES, UNDER-EAVE VENTS, 
PIN ANCHORS, BUCK DOOR ANCHORS, ROOFING AND SIDING MOLDINGS, 
PERFORATED HANGER IRON, and JOIST HANGERS 


For full information see your wholesaler . . 


vz 


METAL BUILDING SPECIALTIES 
579 TECUMSEH ST., DUNDEE, MICH. 


. or write; 
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Stops Leaks 


No Heating 


of Work 
or Stick! 


Instantly seals— 
While Water is Running! 





® Cracked soil pipes 

® Radiator leaks 

® Sandholes in castings 
® Concrete wall seepage 


Here’s a pipe mending cement that stops leaks as fast 2 

you find them. Works on hot or cold surfaces ... even 

steam lines. . . . Needs no heating. Use it on meta! or 

plastic pipes, downspouts, laundry tubs, etc. — seals against 

water, steam, gas, acid, brine, etc. No waste ... no delay 
.no need to drain system or container. 


See your supplier .. . or write direct for sample. 


[LE LAKE CHEMICAL CO. 


LA-CO 3058 W. Carroll Ave., Chicago 12, Iil. 


SRANO 
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Growing in 
Popularity 


“Only a Cocoa Mat 
really cleans” 


COCOA MATS 


More and more homemakers are discovering that MAT-A- 
DOOR Cocoa Mats Pe at doorways keep dirt, muddy 
water, ice, sleet and grit off rugs, carpets and flooring. 
“The growing popularity of MAT-A-DOOR Cocoa Mats 
means more profits for you the dealer and less work for 
the homemaker.” 
For faster, convenient 
self-service and self- 
selling each MAT-A- 
DOOR is packed ina 
transparent, protect- 
ing plastic bag 


23 ‘ 
> gE rs 
4 ee 


MEAKINS 
378 Niagara Street Lockport, New York 
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Manufacturers Promotions 
(Continued from page 210) 





campaign aimed at building dealer 
sales for Presto-Paint kits and 
building sets. The promotion has 
begun, and it will carry through 
the second week of December in 
many markets. 


Clopay promotes holiday 
dress-up sales promotion 


A holiday dress-up sales promv- 
tion is offered to dealers by the 
Clopay Corp., Cincinnati, Ohio, to 
increase holiday sales. 

A color advertisement will run 
in the December Cosmopolitan, and 
this will be backed by a dealer 
profit-builder kit. The kit includes 
tie-in counter cards, mat service, 
display units, and window stream- 
ers. 


Hardware dealer picked 
for aerosol promotion 


Rickel Brothers Do-It-Yourself 
Hardware stores at Dover, Pa- 
ramus, and Union, N. J., have been 
chosen for a four-day aerosol fair, 
Oct. 22-25, by the Aerosol Div., 
Chemical Specialties Manufactur- 
ers Assn. 

The fair is to educate customers 
on the newness, convenience, and 
variety of aerosol products. It ac- 
tually will be held at the Dover 
store of the Rickel firm. The other 
Rickel stores will participate 
through advertising and prize 
awards. A demonstrator will be 
present to show the many types of 
aerosols now in use. 


Ladies’ Home Journal has 
dealer promotion program 


A new, continuous merchandis- 
ing program is being offered to 
dealers by Ladies’ Home Journal. 

The program is designed to at- 
tract women shoppers into hard- 
ware stores. The magazine feels 
that this is important because 
many dealers have neglected wo- 
men in what has been basically a 
man’s store. 


The Journal’s program includes 


Anchor Brand Top Values 
quality-wise, price-wise 


A Check and see if your stock is low on 


these 10 dealer-tested Anchor Brand profit-makers. 





























| No. 327 Wire Rope 
Clamps 


QUICK AND EASY fastening for 
tiller lines, guy wires, etc., 5 sizes 


| No. 421 Standard 
Oarlock 
REGULAR SOCKET oarlock is gal- 


vanized. Comes in six sizes. 





No. 340 Utility Snap 


STURDY cast malleable iron 
spring snap is available in six 
eye sizes, from '/2” through 2”. 














rope diameter, Vg” through 9”. 
































| No. 1 Display Box 


SILENT SALESMAN, features snap 
assortment spring and bolt 
snaps which sell quickly from 
counter position ..72 snaps 
in all. 


| No. 5025 Snap 
ALL PURPOSE swivel snap, 4 


sizes, in cast malleable iron from 
34” to 34”, solid brass in 49” size. 


_ | No. 45 Pulley 
Display Box 

SWIVEL EYE PULLEYS, single and 

double, cadmium-plated for rust 

resistance are in container show- 

ing pulley uses. 
































z= 


| | No. 102 Calf Weaner 


HUMANE PATTERN WEANER has 
adjustable ball tip nose ring — 
medium size. Also available in 
small size, No. 101; large size, 


No. 103. 


_ | No. 5319 Cattle 
Leader 

STRONG CAST MALLEABLE IRON 

leader with hook, 8” in length, 


has two holes in handle to permit 
threading of rope. 


| | No. 15 Curry Comb 
CIRCULAR PATTERN COMB is 


spring steel, reversible so both 
sets of teeth may be used. Also 
comes in solid brass. Handle is 
red enameled wood. 





Rugged construction, smooth finish—these are just 
two of the reasons why Anchor Brand and WC 
“Dependable” products attract hardware customers. 
Popular prices clinch the sale. 

Your North & Judd wholesaler can help you keep 
your stock up to the minute—and your sales up to 
the mark—-with Archor Brand and WC “Depend- 
able” items, packaged to appeal and priced to sell. 











| | No. 20 Display Box Q 


FOR HOME, FARM, FACTORY, 
two dozen 6” latches complete 
with staples. Latch has weather- 
proof gravity operated locking 
device, 





NORTH|2JUDD 
Manufacturing Company 


New Britain Connecticut 


New York @ Boston © Philadelphia © Atlanta © Jackson (Miss.) © Buffalo © Detroit © Chicago 
Minneapolis ¢ St.Louis ¢ Dallas «© tLosAngeles * Sanfrancisco «© Seattle «© Montreal 
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Thing Since Electricity... 


Mount TAP-A-LINE back of work benches, along production or U.S. Patent 
assembly lines, in experimental labs, on test tables, in display | 2680233 
rooms — wherever utility or convenience demands multiple taps |}, Pat. Canada 
to the power source. 1953 


TAP-A-LINE is safe — plastic sheathed with concealed conduc- 
tors — engineered to grip plugs securely — insures positive 
electrical contacts — is easy to install anywhere in any posi- 
tion, or can be used unmounted. 





LENGTHS 
6 INCHES 
Sold only through Hardware Wholesalers. Some Wholesaler TO 


territories still open. Write us today for details. 10 FEET 


TAD -AcLIN 


TRADE MARK REG. U.S. PATENT OFFICE 


TAP-A-LINE MFG. CO., P.O. Box 563, Pompano Beach, Fla. 
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\\ FOR TYING 
\ gy PLANTS... AS 
—In— HOUSEHOLD TIES 


Attractively packaged, green colored vinyl 
plastic tapes. Have wire core, 
tied with a twist. 


Your customers want Plas-Ties for tying 
plants, closing plastic bags and to do 
dozens of other household chores. 


>. 


Shopper Stopper 


CONTAINS: 

36 packages 7 inch @ 29¢ 
28 50 ft. spools @ 69c 

18 200 ft. spols @ $1.29 
RETAIL VALUE...... $52.98 


DEALER’S COST..... ONLY $29.95 
Refills Available Order from your jobber 








SANTA ANA, CALIFORNIA 
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a publication called “For hardware 
stores only,’”’ composed of merchan- 
dising and sales building ideas for 
dealers. Initially, it will be mailed 
to some 2000 dealers. An accom- 
panying folio will provide display 
materials designed to bring in the 
female trade. 


Dealer sales continue 
monthly gain pattern 


Retail hardware sales were $229 
million in August, 2.7 percent 
higher than in August, 1958. Thus 
continues a chain of monthly sales 
increases so far unbroken this 
year. 

Total retail sales for the first 
eight months this vear were $1,773 
million, or $100 million ahead of 
the same period last year. That’s 
a gain of 5.9 percent for the pe- 
riod. 

With the pattern now set, retail 
sales for the year should range 
quite close to $2.8 billion. 

Here are the Commerce Dept. 
unadjusted estimates of retail 
hardware store sales for the last 
three years: 


(Millions of dollars) 
1959 1958 

January $174 $172 
February 167 154 
March 193 
April 245 
May 263 
June 262 
July 240 
August 229 


Eight-month 

total $1,773 
September 
October 
November 
December 
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Wrenches now chromed 


An improved chromed-plated fin- 
ish is now being applied to all 
socket wrenches being manufac- 
tured by Wright Tool and Forge 
Co., Barberton, Ohio. The bright 
finish adds sales appeal and makes 
the tools easier to clean, the firm 
says. 





biggest 
dollar return 
per square foot 
of shelf space” 
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that’s what oes say _— Berger Builders’ Instruments 


Berger Instrument business is new business and good 
business. 

New business because customers formerly had to buy 
these transits and levels from other sources. Now it’s 
your turn. 

Good business because every Berger is a big ticket item 
with a generous profit margin. Selling time, writing sales 
checks, wrapping and bookkeeping cost no more than 
for many ‘“‘penny” items. And there’s no competition 
from discount and premium houses. 

There’s a Berger to be sold wherever there’s a house 
or a barn to be built, a driveway to be laid out, a stone 
fence aligned or any day-to-day construction. Your best 
customers—builders, contractors, farmers and mainte- 
nance men—see Berger advertising month after month 
in building, construction and farm magazines. Berger 
builders’ instruments—like Berger Engineering Instru- 
ments since 1871—are famous for their quality, and yet 
priced so remarkably low that they are moving off 
dealers’ shelves by the thousands. Customers are quick 


ae 
THE BEST IN(SHGHT)IS 


BERGER 


(. L. BERGER & SONS, 





, 55 WILLIAMS ST., BOSTON 19, MASS. 


to recognize their outstanding value. 

Don’t waste another day in this building season. Start 
with a trial run of just a few instruments. Watch how 
quickly they sell—and how they help sell other builders’ 
and hardware items, too. Fill in and mail the coupon 
today and we’ll quickly send you complete information 
and dealer discounts. 


r —— ee ed) a ee ee ee “| 


| A BERGER FOR EVERY BUILDER'S BUDGET 
Model 320 MASTER BUILDER Convertible Transit-Level with tripod and 
case $229.50 
Model 150 Heavy Duty 12° Dumpy Level with tripod and case $174.95 


Model 200 — SPEED-A-LINER Builders’ Transit-Level with tripod and case 
$99.75 


Model 190 - SPEED-A-LINER Dumpy Level with tripod and case $59.95 
Model 40 — SIGHT ‘nm’ SURFACE Pocket Level $3.85 
Not Illustrated: 


| Model 140 Service Transit-Level with tripod and case $92.95 
Model 110 — Service Dumpy Level with tripod and case $54.95 
Model 130 — Duplex Tilting Level with tripod and case $69.95 
| Prices Retail F.0.B. Factory 


C.L. BERGER & SONS, INC., 55 WILLIAMS ST., BOSTON 19, MASS. 


Name___ 





Address 
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THE NAME THAT SELLS Or “nact 
IN THE PAC THAT ATTRACTS! 


Builders’ Hardware 
Convention 





(Continued from page 130) 


A 


4 Fv , . Stilemangler line. We’re building 
a sae up an inventory on many of the 


items, but I don’t see any orders. 
~P ARE Mike (-0ii? 3 We can’t afford that. What’s 


- 


wrong? Why aren’t you moving on 
this line? 

SM—Our men can’t sell the line 
unless we’re ready to ship all the 
items. Why, just before you came 
in the Consultant on that big West 
Side High School] job in Boston 
was in here. They’re practically 
. ready to sue us for failure to de- 
No. M-O Victor oat ms | a a liver the locks. Which brings up 

4-Pac wus we wee i ' | something I have to see you about. 
Sh " *<" . Production says you... 
GM—Now look. I'll handle Pro- 
duction without any help from you. 
Your business is sales. You get the 
orders. And as for that salesman 
that was in here, you ought to know 
TTP onan those distributors by now. Always 
from your wholesaler. waiting until the last minute to 
ANIMAL TRAP COMPANY OF AMERICA place an order, then screaming for 
LITITZ, PA. « PASCAGOULA, MISS. e BERKELEY, CALIF. « NIAGARA FALLS, CANADA everything right now. 
Want more facts? Circle 241, p. 141 SM—But they took the order on 
| our promise to deliver in August 


dys) r | ~ 
e : CM—Listen! You do the selling. 


Let Production take care of the 
> delivering. You can’t wait until 
our warehouse is bulging before 


you get your men going. I want to 

STILL THE BEST see you this afternoon to check 

WEATHERSTRIPPING over your selling plans on this 
Aol t oy -\. my 3 & 


Stilemangler line. 
FuLL 40” prRorFit 


(Continued on page 220) 
e smart, self-selling packages 
and displays 
e free seiling aids & ad mats Jno. Worner, Jr., New Orleans 
e national consumer advertising NBHA general committee chairman. 


e weatherproof, resilient, 
long-wearing 


What a trio for profit... Victor traps in eye- a : 
catching, self-selling visual display pacs! No. M-P Victor 


' When you handle Victor Traps, you sell more... ‘"Win-Pee 
} make more profit because you’ve got the name, the 
package, the quality, and most important...a big NEW! No. M-17 
{ profit margin, to back you up. And with Victor pacs, Victor Easy-Set 
you eliminate “‘one-at-a-time”’ sales and reduce shrink- Metal Mouse Trap 
b age, too. on new 2-Pac Card 
Remember, all you have to do is display Victor i ey 
\ traps in convenient pacs... they sell themselves! : 


Sinai 
~ ae oe ee 








Best buy for sales 
and profits. 500 ft. 
of inner-Seal in 
handy counter mer 
chandiser. Precision 
marked for easy 
measuring. AISO 
available in Deluxe 
White 


SELLING 

price | 900.00 
(10c per 

foot) 

DEALER 

COST 

DEALER 

PROFIT 


YOUR BEST DEAL — INNER-SEAL 


BRIDGEPORT FABRICS, INC. 
Bridgeport, Connecticut 
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This complete tool 
merchandiser is bring- 
ing more profits and 
faster tool sales in more 
than 14,000 stores to- 
day. If you don’t have 
one in your store you're 
missing too much, Get 
the facts on the R-150 
and other tool mer- 
chandisers, 


END PRICING PROBLEMS 
with Pal 


PRE-PRICED TOOLS 


Now P & C has taken the headwork, the 
guesswork, and the in-store-cost out of tool pricing. 
Each P & C tool comes to you plainly “tabbed” with 
the factory suggested retail price. You save on pric- 
ing time. You end customer confusion. You stop 
cash-register mistakes and check-stand profit losses. 
Every P & C tool sale is quick, easy, profitable. Get 


the complete facts from your P & C tool distributor. 


PRE-SELLING YOUR CUSTOMERS. A big advertising pro- 
gram in Saturday Evening Post, Popular Mechanics, Popular 
Science and other media is telling the P & C pre-pricing and quality 


story to build more sales for you. 


® 





TOOL COMPANY 


SLETON ‘oO 
ay, 
PORTLAND 22, OREGON Beak 
Subsidiary of Pendleton Tool Industries,Inc. ‘Oo - 


‘STRIE®- 
In Canada, Box 366, London, Ontario 
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THE EDUCATED ? 7 
LUBRICANT! Y ee 


Here is a brand NEW Product by the makers : | 4 (Continued ) 
of X-l-M FLASH BOND. Thoroughly tested , 


and proved, it is certain to be a big seller... 


E-Z-GLIDE SPRAY -LUBE 





E-7-BLIbt j "Cutting up the Pie" 


use 


SPRAY Synopsis: 





Distributor queries salesman for 

hardware manufacturer about the 

; / opening of a new account. Sales- 

“THE LIQUID BALL BEARING" | we y man explains that new account is a 

sy 4 / concern interested only in the resi- 

. ] dential hardware market. The dis- 

E.Z-GLIDE SPRAY-LUBE is c@ multi-purpose product ' WY, tributor charges the new account 

that lubricates, preserves and waterproofs without | Y with bidding on school work and 

drippy mess and stained surfaces, metal, rubber, wood, jj further states that the new account 
plastics, leather, etc. Eases bind and grind in stick- 


d h £ ; = , ; is quoting prices that are under- 
i r ors, sash. iminates ice cubes stickin im "Vout pricaN ay ; 
ing drawe $, ° ! g MERVaTive co warenrnoor® mining the price structure. Sales- 


man says his orders are to get 
home builder business and this is 
the only way to do it since the dis- 
tributor is not interested in that 
class of work. 


in trays, snow sticking to shovels, grass sticking to 
mowers, zippers sticking. Excellent for treating skis, 
toboggans. Preserves and waterproofs guns, reels, 
luggage, etc. 


Write for further details and attractive 
Dealer Proposition. 


Another X-I-M Product Cent: 


AHC, Edgar Beaver, hardware 
H. aay dasac COMPANY bce ve tama ee “ot fy iieciiiesne: steed “th rene “ 
Morse, Jr., H. B. Ives Co., New 


Haven, Conn. 
MS, Jack Newcomer, salesman 


=e E TRADE CALLS for hardware manufacturer, played 





by Joseph A. Jutzi, Joseph A. Jutzi, 


Oo YK Inc., St. Louis. 
4 E M GM, Thomas Tuff, general man- 
ST t E i K LU | a ager, of hardware distributor, play- 





ed by Fred Clayton, Clayton Co., 
Gainesville, Florida. 


Scene: 


Office of general manager who is 
Dies and a B 


| : seated as his salesman and the 
Templates) 


manufacturer’s salesman _ enter. 
They hesitate, waiting for him to 
finish with his papers, as he looks 
up and speaks. 

GM—Come in and sit down. I'll 
be with you in just a minute. 


“eas 


EXTENSION CORD 


Profitable, fast-selling pro- 
motional item. Oversized a 
and rugged for indoor and aisle oon pps They sit down. Okay, Edgar. 
outdoor use. Guaranteed 9 a OL Who’s our visitor? 

unbreakable rubber connec- ' = ——— ‘ mnse ; . 

iene, Had. eneee end bind i = : AHC—This is Jack Newcomer, 
wire in I5-, 25-, 50-, and | Popular package 8-oz. can fitted with the new territory man for Old 
100-foot lengths. 


Bakelite cap holding soft-hair brush Line. I thought you’d want to talk 

Write, wire, phone NOW for os applying — at bench; metal sur- to hi ‘ 
° ° ace ready for layout in a few minutes. O nim. 
catalog sheets, prices, samples. The dark blue background makes the . , on 
scribed lines yee! up . sharp relief, GM—Old Line, eh? Glad to know 
prevents metal glare. Increases effi- "4 . 
ciency and accuracy. you, Jack. Well, I certainly do 


- 
drop-lite Write for full information want to see someone from your 


THE DYKEM COMPANY company, but I wish it were your 


ELECTRIC MFG. CORP Established 1920 president, instead of you, frankly. 


S 2305B North 11thSt. «© St. Louis 6, Mo. MS—I understand. Edg: 
119 Avenue D, New York 9. Phone: CAnal 8-3370 eo ; _ -_ 
= — was telling me... 


AHC—I wasn’t telling you, Jack, 





Want more facts? Circle 245, p. 141 
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Atal PIONEER LINE 
Art pire an That ico KU SSO NERO) AN Tg ae) 
i" WIRE KITCHEN AIDS 


Space Saver “ORGANIZER” — 


FOR POT LIDS FOR CLEANING AIDS door 


“iewelry” 





TULIP design 
Cylinder Entrance Lockset ' 


ATTRACTIVE 
DEALER DISPLAYS | 


Easily fastened to inside of Kitchen Kabinet Door or Wall. 
Keeps all pot lids together and orderly. Holds pie tins too. 


May be used as a basket for storing paper bags, etc. 


TULIP design 


Keeps handy all Cleaning aids—powders, detergents, sponge, etc. interior Lockset 


Kushion Koating. Won't chip, rust, peel, or become sticky. 


Color available—white. 


Retail Price—$1.59 each 


 i- * STANDARD design 
Send for complete Catalogue today or contact our local representative. Ug @ ; | Cylinder Entrance Lockset 


ARTIIRE CREATIONS ING. SUF Ct ERA, Al ( 4 | (Also, matching interior sets) 


Want more facts? Circle 247, p. 141 














complete 


quality 
line 


LIST PRICE 


ANTI-SYPHON CHECK VALVE Shs Q 


Full water-way.No restriction, 34" pipe 


UNION VALVE (Non-Union $2.60) 


Swivel seat for long life, 34°’ pipe 





$1360 





POP-UP SPRINKLER HEAD 


Pops up 12” above grass 


$100 





REGULAR SPRINKLER HEAD 


Fully adjustable, solid brass 


50 





HOSE TO PIPE FITTINGS 


Various sizes available 


30 








HOSE Y 68 Screen & Combination Apartment Sectional Entrance 
, ; . Door Lockset Entrance Set Cylinder Lockset 
Ideal for Siamese connections , | 


OUR PRODUCTS MANUFACTURED FROM HIGH QUALITY BRASS, ver 27 Years Monatocuring Fine Builders Hardware Excisivey 
GUARANTEED AGAINST DEFECTIVE WORKMANSHIP N TTT To 
PRODUCTS SOLD THROUGH YOUR LOCAL JOBBER ONLY ATIONAL HARDWARE 


CORPORATION 


CHAMPION BRASS MFG. CO. NEW YORK: Ozone Park 16 @ CHICAGO: 205 W. Wacker Drive 


1460 NAUD ST. © LOS ANGELES 12, CALIF. © CApitol 1-2108 
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STEP into the 


Prolit Picture 


with 


ARDOR 


PRODUCTS 













FOLDING LEG 
BRACKETS 


None finer on the market for Ping- 
pong tables or any table that requires 
folding legs. E-Z Folding Leg Brackets 
are of heavy duty one piece construc- 
tion with exclusive positive lock that 
snaps in open or closed position. 
Attractively boxed in sets of 4 with 
screws. Suggested Retail $3.95 set. 














FOLDING SHELF 
BRACKETS 


First with a neat, yet strong 
bracket designed specifically 
for wall-hung, fold down 
shelves and tables. Self contained 
with positive lock construction. Easy to 
install, attaches direct to shelf. No 
framing necessary. Attractively plated. 
Sells on sight. Boxed in sets of 2. 





Suggested Retail $3.95 set. 


'about to give your 


| on contract work alone. 
| have 


Builders’ Hardware 
Convention 





(Continued ) 


[ was asking you. (Turning to GM) 
The first thing I asked when he 
came in this morning was whether 
Old Line had given up exclusive 
distributorships. 

GM—tThat’s a_ good 
How about it, Jack? 

MS—Well-er-uh ... 

AHC—That means yes and no! 
After discussing the matter with 
Jack, I asked him to come in here 
and talk with you. 

GM—Jack, I’m sorry to give 
you a rough time on your first call, 
but what are you fellows thinking 
line to a pot- 
and-pan oufit? They don’t have 
anyone to figure their work, let 
alone service architects. We're 
paying Ed, here, a good salary to 
write specs, draw up good hard- 


question. 


| ware schedules, detail orders prop- 
erly and so on and the thanks we 


get from our principal supplier is 
to have him open up a little neigh- 
borhood retail store as a direct fac- 


_tory account. 


MS—Mr. Tuff, Old Line values 
your business. Although you don’t 


| buy all of our items, you have been 


an excellent customer on contract 
goods. The trouble is, we can’t live 
We must 
low-cost, 


our share of the 


high production volume hardware. 


This is what keeps our plant busy, 
and where the money is made. 


| Since you aren’t interested in resi- 





Pocket size. No moving parts. Shapes 
wire hooks for “e" and 4" peg-board. 


In plastic tubes with aluminum wire; 
packaged in new counter box. 
gested Retail 98c. 


Sug- 





MFG., INC. 





IN CANADA: 
Mallory Hdwe. Products, Ltd. 


_some outlet for 
_chandise, and this is why we took 
on this account. 


| er 














Blenheim, Ontario 
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dential work, we feel we must have 
that class of mer- 


AHC—That sounds fine, but 
the trouble is that this account 
isn’t satisfied with just tract build- 
business. They’re bidding on 


| school jobs, too, and when I write 


a specification in your numbers I’m 

just making life easy for them 
MS—Well, 

stop to that. 


I can certainly put a 
I’ll just tell them that 


they can’t bid any jobs you’ve 
written specs on. 
GM—Well, that’s only one small 


problem solved and it doesn’t help 
(Continued on page 228) 
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HARDWARE 
ITEMS 








EASY-T0-SELL 
PROFITS 
GRIES 


ez WINGED 
SHOULDER HOOKS 


Self-screw one-piece hook 
for draperies and cur- 
tains in nickel or brass 
finish. Integral wings for 
easy hand installation. 5 

sizes ('/2'' to I'/2''). 

Packed 100 to a box. 


CUP HOOKS 


One-Piece Durable 
('/2"" ~ V/44'") In Nickel and 








GRIES 
E-Z 


§ sizes 
Brass, eac 
packed 100 to 
a box, %"" size 
4 carded in 7 
popular colors 
— Nickel and 
: Brass. 


“EE UTILITY HOOKS 


Handy self-screw all purpose hook in 
bright plated finishes. 
in boxes of 50. 









2-to-a-card or 


eT ae 
tals grec te 


=m . HOOKS 


; 


Lacquered Brass, Nickel, 
Chrome or Bright Iridite 
Finish in boxes of 25 with 
2 flat head steel screws 
per hook. 


GRIES 


WING « CAP NUTS 


Bright ge finish . . 
lar sizes of each. Each type 
boxed in attractive, self-selling 
counter display assortments. 

Also available in bulk or 
packaged 100 
to a box in 
a complete 
range of 
thread sizes. 


4 popu- 









JOBBERS: Write now for prices and 

catalogue sheets on GRC's full line of money-mak- 
ing hardware items, including DRAP- 
er ERY RINGS, SCREEN & WINDOW HARDWARE, 
"> DRAIN COCK KEYS. 
DEALERS: See your jobber 
salesman for immediate de- 
livery on these and other 
GRC hardware items. 


CRIES REPRODUCER CORP. 


World's foremost producer of small die castings 
161 Beechwood Avenue, New Rochelle, N. Y. 
NEw Rochelle 3-8600 
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an 


sc ATTRACTIVE 
fe PILFER-PROOF 

‘ SPUR IMPULSE 
sv BUYING 


Perhaps your tooling costs can 
be eliminated with New 
Harris Blister Packs from 
Stock Molds 


Manufadurens, Send us a 
Sample of your Product 


If it fits one of our stock molds 
you save money while attractively 
packaging your product. 

We also custom design Blister 
Packs to your exacting specifica- 
tions. 

Your inquiry will receive our 
prompt attention. 


L RECTANGULAR 
SAMUEL P. HARRIS, INC. 


55 Pawtucket Avenue * East Providence 16, R. I. 
Over 50 Years of Modern Merchandising Arts 
Want more facts? Circle 252, p. 141 





"HLDUTY” Spring Butt-Hinges 
and SPRING STEEL BUFFERS 


oF sabe 
% 4 on ge “ee 





— TYPE CSI 
TRUCKING DUOQRWAY DOUBLE ACTING 


%& Extra heavy doors should have Chicago ‘'Hi-Duty"’ Spring Butt- 
Hinges and Spring Steel Buffers, to give extra long service under 
any conditions. 


% ‘Hi-Duty" Spring Butt-Hinges for Double Acting doors. with buffers, 
will effect economies for the user and function properly for many 
years. 


Each year, more and more architects 
recommend Chicago Spring Hinges = CHICAGO ee 
wherever modern, high quality prod 
ucts are required. Take a tip from 
the men who know and specify SPRING HINGES 


"Makers of Quality Hardware Since 1885” 














VTkicago Spring Hinge Co. 


1500 CARROLL AVE., CHICAGO 7 ILL. 
Want more facts? Circle 253, p. 141 








and his Breakfast Club 
help you sell 


me NY) - } 
and with Plantabbs in 3 
convenient forms... your 
liquid and powder plant 
food customers can buy the 
label they have confidence 
in... PLANTABBS 


Instant concentrate of clear 
green liquid in a hard-working 
easy-to-display package. The 
proven Plantabbs label makes 
it a rapid mover. 4-o0z. 49c, 
8-oz. 89c, 1 qt. $1.98 


t rs 
NEW ! eownver 
The same 35 year old Plantabbs 
formula in soluble granular 
form. Striking display package 
sells quickly and brings repeat 
sales. Customers have confi- 
dence in the Plantabbs label. 
4-oz. 39c 


NEW! vwiaun 





TABLETS 


Millions of users have proven 
results on flowers, vegetables 
and all types of growing plants 
with these tablets. Over 250,000 
used every day. Returns hand- 
some profit. 19c, 39e, 59%e, 


$1.00, $3.50 


PLANTABBS 
CORPORATION 


BALTIMORE, MARYLAND 
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How 
this 
REVERE WARE ad 


works 
for you 
in the pre-holiday 
market 

















: & : ] ] ; ] ; y . y ‘ 
1. It appears in top consume! 2. This informative, full-color 3. It's a real ‘buying’ page to 


magazines in November and Decem. Revere Ware advertisement tells a full holiday shoppers who will be visiting 
ber across the nation, reaches millions product-line story . . . stresses the your store... and it 1s fully backed 
of quality-conscious Customers who important Revere Ware items in yout up by a wide variety of promotional 
want to give and to get the very best stock ... sells a wide range of utensils material specially created for your use. 


Make top-quality, top-selling Revere Ware 
the profit-making hit of your store this year. 
For more information, see your Revere Ware 
Supplier or write direct to: 


af REVERE COPPER AND BRASS INCORPORATED 


Rome Manufacturing Company Division 
Rome, N. Y. + Clinton, Illinois + Riverside, Calif. 
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SG 
~~ 
French Chef Skillets! You give the For fowl or roasts an easy-to-clean stain- For buffet suppers, choose a Revere 
finest with copper-clad Revere Ware! less steel Roasting Pan is perfect Ware Covered Casserole with warmer. 
Revere Ware Coftee Makers brew the The charm of solid copper endears a Revere Ware Double Boilers! Use inset 
best . . . for two cups or a gala party, beautiful Revere Tea Kettle to her. for ice, mixing or for food storage 





Handy tor dozens of dishes, Revere Give her kitchen new beauty with a Mix-n-fix is easy with Revere Ware 


Ware Sauce Pans are modestly priced. Revere Ware 3-utensil Hanging Rack. Tel-U-Top” Canisters and Mixing Bowls 


< - f, 4 > _ nt a 


i A" Tid ie, 
wah ee oh #4 : ae 
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Stainless steel, copper bottoms make A Revere Ware Dutch Oven rates high Gift supreme! You're sure to please 
Revere Ware Tea Kettles real jewels. on any good cook’s most-wanted list. with one of Revere Ware's Gift Sets. 


Individual items from $4.75, gift sets from $21.00 y | . ' 
(manufacturer s suggested retail prices). For illustrated : | the hit of the holiday— 


52 page Revere Recipe Book, send Se tO Dept LHI, REVERS 


Revere Copper and Brass Incorporated, Rome, N. Y. — | R E \ E R E WA R E 





There's money for YOU in the growing market for 


EPOXY ADHESIVES 








with 
easy-to-use 
easy-to-sell 


x'N PATC 





boxed.......... $1.98 list 
98 list 


Cl. 
+ Al. 


DEALERS: 


FREE LITERATURE 
AND SAMPLE KIT 


"N Patch’s superiority 
Send request on your 
literature and 


Prove Fix 
to yourself. 
letterhead for free 
sample kit. 











CANADA 
C.S.A. 
APPROVED 


NEW 
MODEL 
$-8 


ue. 











MODEL SA7 SKATE HOLDER 


Regular equipment with all Wissota 
Skate Sharpeners may be pur- 
chased separately. Rigidly clamps 
skate to prevent movement or 
chatter. Has wide range of ad- 
justment. Bottom surface is care- 
fully machined. 











ORDER FROM YOUR JOBBER 
OR WRITE... 


WISSOTA MANUFACTURING Co. 





. BUT FIX ‘N PATCH 


NOT JUST ANOTHER ADHESIVE 


Fix "N Patch is an epoxy adhesive as used in aircraft, automotive and missile work. 
In the new easy-to-use self-measuring tubes, Fix ’N Patch assures the kind of failure- 
proof results that send sales-figures soaring. 


ARTICLES IN LIFE, READER'S DIGEST, POPULAR SCIENCE 
AND POPULAR MECHANICS HAVE SPURRED THE DEMAND 


an ¢asy-to-use 





Dramatically brought to the public's attention by such publications, 
epoxy adhesive has been eagerly awaited. Fix “N Patch is ready to meet this demand 
. a demand further stimulated by national advertising. 


FIX ‘N PATCH, THE STRONGEST ADHESIVE YOU CAN SELL! 


Permanently repairs porcelain. ceramics, Fiberglas, aluminum, marble, steel, masonry. 
glass, plastic, wood, and fabrics, to mention a few. Will bond similar and dissimilar 
materials, is non-flammable, is off-white in color and can be painted, sanded and 
drilled. 


Order through your distributor, or write to: 


SPECIALTY PLASTICS COMPANY 


4010 GLENGYLE AVE.—EPOXY DIV.—BALTIMORE 15, MARYLAND 
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New 





ATTRACTIVELY PRICED... 
PROFITABLE TRAFFIC BUILDER! 


p, WissoTAs 


A HORIZONTAL TYPE...ELECTRIC 


SKATE SHARPENER 


HOLLOW GRINDS BLADE LENGTH OF RUNNER! 


CLOSE-COUPLED Motor To Wheel Design provides vibra- 
tion-free, satin-smooth, skate blade grinding. 

Large 8'' diameter, high speed resinoid wheel rapidly removes 
stock of badly worn blades while it does a satin-smooth sharp- 
ening job. Motor is totally enclosed. 








GRINDS MORE SKATES PER WHEEL AT LOWER COST! 


Diamond dressing attachment furnished with Model S$-8 
Grinder produces a true, accurate radius on face of 
just swing yoke up and down. 


wheel. Easy to use... 


‘LOW COST TOP QUALITY 


WISSOTA SKATE SHARPENER i 
MODEL S10M GRINDS ALL TYPES OF SKATES! a 


Easily, accurately sharpens regular Hollow Ground Hockey, 
Deep Ground Figures or Flat Ground Neorrow Blades. 
Mounted on a special board . . . complete with 2 surface « 
plates on which holder slides. 1/3 H.P. Heavy Duty Motor. 
7x1Vax%e"' wheel for Flat Grinding. 5x1x'/2'' wheel for 
Hollow Grinding. 3x1x'/2"' wheel for Deep Contour Grinding. 


MINNEAPOLIS 4, MINNESOTA 
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3-WAY 
CONVERTIBLE! 











No 


riding rotary cuts wider! Take your choice of 
mowing equipment 36-inch, 3-blade rotary, 30- 
inch reel or reel with 2-gang units giving a total cut 


of 62 inches. Variable 


Smooth operating transmission. 


forward speeds to 5 m.p.h.; neutral and reverse. Auto- 
motive type steering with short turning radius. Oscil- 
lating front axle. Briggs & Stratton heavy-duty 5% 
H.P. engine, recoil starter. Tilting engine hood. Clean 


streamlined design. Safety engineered. 


W rite 


for specifications 


and dealer information 
ooda// MANUFACTURING CORPORATION 


Dept. HA-10, WARRENSBURG, MISSOURI 
Want more facts? Circle 258, p. 141 























Priced right! 
Performance right! 
The Air King pneumatic door check 
is a real beauty to look at with a sleek 
polished aluminum casing and polished rod — 
and it operates as smoothly as it looks. 


Contact your jobber — or write for 


complete information. 


Manufactured by 


JOSEPH HALL CO. 


2121 W. CLEARFIELD STREET 
32, PA. 





SEND FOR NEW CATALOG 
AND PRICE LIST 


PHILA. 
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Guaranteed for 5 years. 

















Extra Sales... Extra Profits 


All Year Round! _tz; 
SMe eg 
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| BREAD & BUTTER™ Za 
ITEMS Vp: D) 


By PRO-TEX Fs 












Ss 
“SS 


Just display them . . . watch ‘em selll No work... no effort. | 
Handy. Practical. Necessary in every home. Finest construction. | 
Proven sellers. Steady, money-making line of staple household | 
items. Boost sales. Increase profits. Stock . . | 


Pro-Tex line today! 


a 


. sell the complete 


OTeTe) Sial- me tied 
METAL & ASBESTOS 
BURNER PADS 


In a variety of sizes and 
styles. Metal Rim—Metal 
With and Without 
Cooled Handles 


Pe 
Po 


cage 










Face— 
A “must” with smart housewives. Air 
Burner Pads spread heat evenly—pre 
vent breakage of glass utensils—keep 
food from sticking and burning — 
eliminate smoke stains on pots and 
pans. Sturdily constructed—long, satis- 
factory service. Very popular number. 


ironing Aid! 


METAL & ASBESTOS 


IRON RESTS 


In a variety of 
shapes and sizes 


. modern 
lron Rests. 
features a bright, 
and heavy asbestos base. 
and corners are smooth and rounded. 
Sturdily constructed. Priced for action. 


Smart .. 
line of Each Iron Rest 
durable metal top 


All edges 


Sensational! 3-WAY IRON REST. 
1. Clamps on ironing boar 
2. Used as trivet. 


3. Stores iron and cord 


| 

opin JD 
. fast-selling 
| 

| 

| 


Eas 


Serving Aid! 


METAL & ASBESTOS 


HOT DISH 
MATS 


In attractive colors 





a and desiqns 
Not paper. Not cardboard. Durable 

steel tops not affected by heat; will 
not absorb moisture or grease. Wipes 
clean with a damp cloth. Soft asbes- 
tos back protects against scratches 
and marring. Hundreds of uses around 
the house. Poly wrapped in sets: 
1—7"" x 10’ and 2—6”" x 8”. 
FEATURE PRO-TEX STOVE MATS... 


AMERICA'S #1 LINE IN_ SALES, 
PROFITS, POPULARITY 





Ask your jobber for the 
full story on the profit- | 
packed PRO-TEX line. ' 


METAL PRODUCTS COMPANY 


2138 LEE ROAD . CLEVELAND 18, OHIO 
Offices in principal cities in the United States and Canada 
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SEND FOR CATALOG 
AND JOBBER’S NAME 


NAME 
TITLE 
COMPANY 


STREET 


CITY/STATE 


UTILITY 





LINE 


Every gleaming red vise in the big 
Simplex line has extra sales fea- 
tures your customers can see. 
Heavy steel slide prctects screw. 
Replaceable nut and hardened 
steel pipe jaws are bonuses. 
Liberal discounts and merchan- 
dising aids build profits. 


| Desmond : 
| Simplex | 


The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 


eee GGA TERRA SARE EE 
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Builders’ Hardware 
Convention 





(Continued ) 


much. The real trouble is that you 
have created a new distributor in 
this trade but haven't 
created any more business. The pie 
is going to have to be cut into 
smaller pieces. Also, this new man 
doesn’t know anything about the 


area, you 


costs of doing a contract hardware 
business, consequently he’s under- 
bidding everybody and driving the 
price level down below the break- 
even point. 

MS—lIsn’t it true, Mr. Tuff, that 
Old Line has been trying for sev 
eral years to get you interested in 
the residential market” 

AHC—We’ve explained all that 
to your sales numerous 
times, Jack. We just aren’t set up 
to handle that kind of business. 


manager 


(;M—Besides, [’m not 
would have 
anyway. I 


sure it 
difference, 


you're 


made 


think 


any 
just 
greedy. 

MS—My instructions are to get 
our share of the home builder 
market. P’'m just following orders. 


How to keep tabs on 
lawn mower servicing 


Mechanics working on power 
mower repairs at Boyd Martin 
Hardware, Salt Lake City, Utah, 
are never in doubt about their 
schedule. 

Owner Martin has installed a 
large slate board in his repair 
shop with the headline, ‘Finished 
jobs to be delivered!” On this 
board are listed all repairs sched- 
uled for completion. 


Mechanics keep their eyes on 
this board. It indicates which re- 
pair jobs are next in line. This 


scheduling keeps the shop up to 
date, and guarantees that custom- 
ers will not be disappointed on ful- 
fillment dates. 

Martin Hardware’s' foreman 
watches work orders carefully. He 
lists each job as it comes due. 
When the job is finished and de- 
livered, it is so marked. Any job 
that presents complications that 
would the completion date 
means a telephone call to the cus- 
tomer. 


alter 








ANOTHER NEW 
MONEY -MAKER 


by Bridgeport 


Deluxe 
CUSHION GR 


No. 2705 
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BLISTERPROOF — OJL 
& WATER RESISTANT 
NEOPRENE GRIP 
PERMANENTLY BONDED 
TO TOUGH 


AMBER HANDLES P 


# 


se 
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Get ready now for the big Christmas 
rush on this sensational new gift set! 
This Deluxe set includes one each of 
the four most popular types of top 
quality genuine Cushion Grip Screw 
drivers. They feature highly polished 
alloy tool steel blades and blisterproof 
neoprene handles designed to give 
you that extra turning power and 
super comfortable grip. It's a perfect 
present for the man of the house at 
Christmas and other gift occasions. 

Packaged in a bright red gift box 
with gleaming gold platform and a 
see through’ acetate cover, this ex 
citing matched set is furnished with 
a colorful cellophane Christmas ribbon 
wrap that may be removed to make 
the item appropriate all year round. 
An ideal gift for the home handy man 
or professional craftsman who appre 
ciates really fine tools. 

Order from your jobber today. Be 
sure to have enough on hand for 
Christmas. 


Set No. 2705 Includes 
One Each of the Following: 


2143—4 Mechanics’ 

2502—-4° Genuine Phillips Super 
Hard No. 2 pt. 

2243—6 Electricians’ 

2143—6° Mechanics’ 


LIST Ss so 
PRICE Per Set 


FULLY GUARANTEED 


THE BRIDGEPORT HARDWARE MFG. CORP. 
Bridgeport 5, Conn. 
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$s | ast Complete Metal Ladder Line 


: The adjustable 

| laddercanbelifted  < sunget, | Pom 
# with one finger forms a regular 
‘J Stronger than any Mey po ae 
© other metal ladder, surfaces such as 
pound for pound 


stairs, or tips 
(CD Precision engineered 


upward to make 
an “extension.” 
‘(_] Fireproof, rustproof. PATENT PENDING 
corrosion and 
shock resistant 


(_] Non-magnetic, 
non-smudging, 
non-sparking 


i 








3 | 
i= 
nV, 
ule) 
au 
= 
(>) 
‘ke 
| 





7 Outlast ... outperform other iadders. 


4 Write for full information, catalog and prices 

> on complete line and other household products 
HITE METAL ROLLING « STAMPING CORP. 

é. 443 Fourth Avenue, New York 16, N. Y 

PLANTS: Warsaw, Ind. and Brooklyn N. Y. 
World's Lorgest Producers of Magnesium Produc? 


Want more facts? Circle 263, p. 141 















CUP HOOKS 


BETTER HOUSEHOLD 
HARDWARE SINCE 1872 


BULL DOG cup Hooks 


E. H. TATE CO. 
Want more facts? Circie 264, p. 141 


‘XMAS PARTIES 
NEED "GON" 


om 


© 251 CAUSEWAY ST. © BOSTON, MASS. 


REMOVES STAINS EATMENT 





4 oto OR NEW 
Saves Varnish Finishes 
Stained by Liquor, Burns, 
Perfume, Water, Etc. 


Be prepared for the Holi 
day season when “acc 
dents’ to table tops are 
so prevalent. (iON works 
like a charm Also ore 
moves dampbloom, foggei 
ness smudar ~ res 
ounter display with each 
dozen 


TELBETtE 


CEMENT COMPANY, INC. 
401 Lafayette St., 
‘a y 


For Varnished Furniture 
Only! Just 30c for a 
Professional Refinishing! 








Want more facts? Circle 265, p. 141 


Do floor nails 





N.Y. 3 J 




























rip into your 


Sander profits? gays 


Holt demountable 
drum cushion keeps 
rental sander 
always working 


For rugged 
rental trade. 
' Only Holt Streamliner 8 

Floor Sander 
exhausts dust thru 
removable handle. 





When you rent Holt sanders you have the profitable advantage of 
patented demountable drum cushion that you can replace on the 
job or in your store in a matter of 5 minutes. All you have to do 
when the inevitable damage to cushion occurs, is loosen one nut, 
take off the old cushion, slip on the new one — and you're in 
business again. You don't even remove the drum—just the cushion 
itself comes off. Thus there’s no lost rental while waiting a num- 
ber of days for an exchange drum from the factory, or for a re- 
paired cushion to “set’’...no need to tie up capital in spare drums. 


To remove cushion, 
loosen this nut. 


Slip off old, slip 
on new cushion. 





Another exclusive advantage for you is the streamlined design 
of the Holt rental sander. For example, there’s no separate pipe 
for dust exhaust. Dust is carried up thru the handle pipe into the 
dust bag, leaving the machine free of gadgets that catch and 
break. It’s easy to put into and take out of private automobiles. 
For full details, mail coupon NOW. 


rr 


HOLT MFG. CO., Dept. P-10 
669-20th St., Oakland 12, Calif., 


26 


MANUFACTURING C0. 


BETTER FLOOR MACH 
FOR MORE THAN 


or 272 Badger Ave., Newerk 8, N. J 
Please send me folders describing Holt rental machines. 


——___— POSITION. 








NAME 





FIRM 





ADDRESS 
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Read it in HARDWARE 


EWS OF 


HARDWARE AGE FOR 


KKKKKKSK 








News About Dealers: Plumbing, Heating 
Items Featured by New Owner of Schroll 





Centerburg, Ohio Harry 
Day has purchased SCHROLL 
HARDWARE from Mr. and 
Mrs. Harold Schroll. Plumb- 
ing and heating service will 
be featured in the store now. 
Robert Day will assist his 
parents in the business, 


y.—Sam Schnie 
derman and his Harvey 
sold all fixtures and 
stock of the former LANG’s 
HARDWARE. They have re 


Ole an, N. 
son 


have 


Allied Services Issues 
Broadside in February 


The first consumer 
side planned by the newly- 
formed Allied Hardware Ser- 
vices, Inc. (See HA, Oct. 8, 
p. 183) will distributed 
in February. 


broad- 


be 


Wholesalers who will make 
this broadside available to 
their dealers are, according 
to Walter Bocher, president, 
as follows: 

Boetticher & Kellogg Co., 
Inc., Evansville, Ind.; Can- 


front, 
fixtures 

store 
KING 


modeled the are 
ting In new 
stocking the 
been renamed 


HARDWARE. 


put- 

and re- 
that has 
KASH 


Wolford, Conn.—Mrs. Harry 
Diamond, of DIAMOND HARD- 
WARE, won a set of ceramic 
serving pleces in a_ prize 
drawing at the recent Na- 
tional Hardware Show in 
New York. 

(( ontinued 234) 


on page 





ton Hardware Co., Canton, 
Ohio; Conron, Inc., Danville, 
lll.; Corpus Christi Hard- 
ware Co., Corpus Christi, 
Texas. 

Also, Hassco, Inc., Denver; 
Henkel & Joyce Hardware 
Lincoln, Neb.; Schafer 
Inc., Decatur, Ind.; 
Sheffield Hardware Co., 
Americus, Ga.; Sterling Ma- 
terial Supply Co., Chicago; 
Townley Metal & Hardware 
Kansas City; Zork 
Hardware Co., Albuquerque, 
and Zork Hardware Co., El 


Paso. 


(2. 


co... 


_@.. 





2,000 Dealers Visit Moore-Handley Marts 


More than 2,000 dealers visited 





the Moore-Handley Merchandise 


Marts held recently in Mobile and Birmingham, Ala. and in Nash- 
ville, Tenn. A Moore-Handley salesman points out to customers one 
of the 4,000 products that were shown at each of the locations. 
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Supplee-Biddle-Steltz 
Elects New Officers 


J. Wilson Vandegrift 
been elected executive 
president and secretary 
Supplee - Biddle - Steltz 
Philadelphia wholesaler. 

Charles C. B. Leinbach, 
John J. Regnery and Floyd 
F. Trader were elected vice- 
presidents. John M. Kellie 
was elected _ controller; 
Charles T. Belzak, assistant 
secretary-treasurer and Jo- 
seph D. Koch, assistant vice- 
president. 


has 
vice- 
of 


Co., 


Pecora, Inc. Elects 
Bowen, Jr. President 


Laurance Bowen, Jr., has 
been elected president of 
Pecora, Inc., Garland, Tex. 

Mr. Bowen is the 
grandson of Smith 


preat 
Bowen, 


LAURANCE BOWEN, JR. 


founder of the original Pec- 
ora Paint Co. He is the 
fourth in the Bowen family 
line at Pecora. 


Hamilton - Skotch Elects 
Sales Vice-President 


Lloyd D. Maker, former 
general sales manager, has 
been elected vice - president 
of sales for the Hamilton- 
Skotch Corp., New York. 

Mr. Maker, who joined the 
firm three years ago, will be 
responsible for all 
the company’s product lines. 


sales of 


LLOYD D. MAKER 


Yard-Man Appoints 


George F. Bingham has 
been named sales promotion 
manager for Yard-Man, Inc., 
Jackson, Mich. He has been 
with the company since 1954. 





National Hardware Show 
Was Biggest In History 


The 14th National Hard- 
ware Show which closed Oct. 
2 at New York City was the 
best in history, says manag- 
ing director Frank M. Yea- 
ger. 

More than 45,000 buyers 
and dealers from the 50 
states and 40 foreign coun- 
tries bought the wares of 
more than 1000 manufactur- 
ers on exhibit, Mr. Yeager 
says. 

“For 
its 


since 
New 


time 
the 


the first 
construction, 


York Coliseum was filled to 
the last square foot of display 
space. We showed more than 
90,000 lines of hardware, 
housewares, and lawn and 
garden items,” says Mr. Yea- 
ger. 

Dozens of trucks 
Coliseum immediately after 
the show in a caravan, ¢car- 
rying exhibits to the Mid- 
America Lawn, Garden and 
Outdoor Living Trade Show. 
This show, also under the 
directorship of Mr. Yeager, 
ran Oct. 8-10 at Chicago’s 
International Amphitheatre. 


left the 





AGE while 


THE 


OCTOBER 22, 1959 


it’s NEWS 


TRA 


OF enieain 








Lufkin Rule Co. Names 
President's Assistant 


George H. Day II has been 
appointed to the newly-cre- 


¥ “a a 
r are 
“ oe 


GEORGE H. DAY, Il 


ated post of assistant to the 
president of Lufkin Rule Co., 
Saginaw, Mich., effective 
Nov. 1. 

Mr. Day has been a vice- 
president of Chicopee Mills, 
Inc., for the past 15 years. 


500 Hardware Dealers 
Visit First Haw Show 
Haw Hardware Company’s 
first annual Sellarama held 
recently at the Ottumwa, 
Iowa coiliseum, was attended 


by 500 hardware dealers. 

New lines of regular mer- 
chandise were shown in some 
of the 70 exhibits of na- 
tionally-known products. Spe- 
cial buys were available just 
for the show. Free coffee was 
served during the two-day 
event and two dinners were 
held in the evenings. 


Greenlee Tool Names 
Tuckett Sales Manager 


Martin J. Tuckett, former 
assistant to the sales vice- 
president, has been appointed 
general sales manager of 
Greenlee Tool Co., Rockford, 
Ill. 

Delbert Wilson was named 


assistant sales manager. 


De 
Ve 


MARTIN J. TUCKETT 


Five Retail Stores, One Wholesale Warehouse 
To Be Opened Soon By Aikenhead’s Hardware 


program of 

moderniza- 
Aiken- 
To- 


An extensive 
expansion and 
tion is planned by 
head’s Hardware, Ltd., 
ronto, Canada. 

Two new retail stores will 
be opened in November, with 
three additional units plan- 
ned for next year. These 
new stores will bring to 15 
the number operated by 
Aikenhead’s. 

The company is also plan- 
ning to build a new 
house and office in the Don 
mills industrial area. This 
will be built on six acres 


ware- 


recently acquired, according 
to J. W. Aikenhead, presi- 
dent. 

All the new stores will be 
located in shopping centers. 
Store No. 9 will open in 
early November in the Mark- 
ham Shopping Plaza. It will 
have 5425 sq ft and a full 
basement. J. Hildebrand will 
be the manager. 

Store No. 10 will open in 
late November in the Went- 
worth Shopping Center, 
Dundas, Ontario. It will have 
5280 sq ft and a full base- 
ment. J. MacDeugall will be 
manager. 


January Housewares Show is a Sellout; 


Melville Bissell Elected NHMA Director 


The 32nd NHMA Nationa! 
Housewares Exhibit to be 
held in Chicago Jan. 11-15, 
1960 has been sold out. Ac- 
cording to Dolph Zapfel, sec- 
retary of the National House- 
wares Mfrs. Assn., all space 
in the Navy pier and adja- 
cent drill hall has been taken. 

It was also announced that 
Melville R. Bissell, president 
of Bissell Carpet Sweeper 
Co., Grand Rapids, Mich., has 
been elected a director of 
NHMA. He serves the unex- 
pired term of Lloyd C. Nel- 
son, president of Cal-Dak Co., 
San Gabriel, Calif., who 
signed. 

Mr. Zapfel 
requests for 
ceeded any 
There were 


re- 


reported that 
space have ex- 
previous year. 
739 exhibitors 


last year with many taking 
less space than requested and 
others couldn't accommo- 
dated. 

The rapid growth of the 
industry and the increased 
buyer attendance at the show 
has kept NHMA studying al! 
possibilities for larger ex- 
hibit facilities. Chicago’s Ex- 
position Center, now under 
construction, will provide 200 
extra booths for next year’s 
show. 

Mr. Zapfel reported 
that a refund of 22 percent 
of exhibit fees paid by exhibi- 
tors in the July 1959 House- 
wares Exhibit has been voted 
by the NHMA board of di- 
rectors. This is the 3lst con- 
secutive refund for an ag- 
gregate total of $1 million. 


be 


also 





Wyoming Wholesaler 
Holds Houseware Show 


More than 30 houseware 
and gift lines were exhibited 
to Wyoming dealers at the 
first annual two-day show 
sponsored by Wyoming Hard- 
ware Co., Casper wholesaler. 


HENRY I. OLSON 


Granite State Elects 
Olson Vice-President 


Henry I. Olson has been 
elected vice-president and 
sales manager of the Granite 


HARDWARE 


State Mowing Machine Co., 
Hinsdale, N. H. 

Mr. Olson was with J. Rus 
sell & Co., Holyoke, Mass., 


wholesaler, for 12 years. 


Shelby Spring Hinge 
Named Sales Manager 


Maddern, 
manager 
Retail 


heen 


former 
of the 
Hardware 
appointed 
manager of 
Hinge Co., 


Edward 
general 
Canadian 
Assn., has 
general sales 
Shelby Spring 
Shelby, Ohio. 


EDWARD MADDERN 
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more 
women — 
hang on to 


SELFIX 


HOOKS 


S 
XN . kh 


. 


\/ 


AMERICA’S SALES LEADER 
IN SELF-ADHERING 
PLASTIC HOOKS AND HANGERS 


sc ccrae ) WET EME SET ‘EM! 
a err 2 
—a= : 


ua 
fi 
a 


GUARANTEED 
TO HOLD FIRM 


on Tile- Plaster -—- Glass —- Wood 


NO NAILS! NO SCREWS! NO TOOLS! 


NO GLUE CAPSULES to ooze or lose 
Just moisten with water and stick ’em up! 


Selfix bathroom and kitchen 
accessories stick up in seconds 
and stay stuck for years. Mil- 
lions of women have dis- 
covered their simplicity and 
value ... and they like their 
low popular prices. 


Each of the 17 Selfix prod- 
ucts is designed for a needed 
household purpose with an eye 
to maximum utility and 
for liberal dealer profits, too. 
Selfix products are mounted 
on individual selling cards for 
volume on both racks and 
counters. 


ole <e 


Soap Dish 39¢ 


Ce 


3 Prong 
Hook 29¢ 


Tissue Holder 59¢ 
Twin Hooks 7 
2 for 39¢ 


Towel! Bars 
12”-—59¢ 
18”—69¢ 


Tumbler 
Holder 59¢ Nationally advertised in 


leading consumer magazines. 


PRODUCTS COMPANY 


223 West Erie Street 
Chicago 10, Ill. 
Volume Building Displays FREE for every point of purchase 
Want more facts? Circle 267, p. 141 
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—_—_———— News of the Trade 


brief reports of 


MANUFACTURERS’ SALESMEN 


@ Lufkin Rule Co.. Saginaw. Mich.—John D. Perkins, Jr., 
from Washingion, Oregon and Montana to southern Call- 
fornia headquartering in Redondo Beach, Calif.; Clarence 
A. Fisher from missionary work to sales representative in 
Washington, Oregon and Montana with headquarters in 
Issaquah, Wash.; and Joseph R. Wiseman from missionary 
work in San Francisco to sales representative in the Denver, 
Colo., area. 


@e EF. I. Du 


Pont de Nemours & Co., Wilmington, Del. 
George E. 


Miner from Philadelphia representative to the 
newly-created position of west coast garden products rep- 
resentative. 

@ Stanley-Judd Div., Stanley Works, Wallingford, Conn. 
Charles F. Milvo, former for Gateway Motors, 
Albany, N. Y., to sales representative in Vermont, northern 
New York and parts of Massachusetts and Connecticut. 


salesman 


@ Gibson-Homans Co., Cleveland—Bill Farley, formerly 
sales manager of the company’s Conyers, Georgia division, 


to division manager at the Matawan, N. J., plant. 


Weller Electric Corp., Easton, Pa.—James F. Coleman, 
formerly a field underwriter for New York Life Insurance 
(‘o., to assistant to the Midwestern regional sales manager. 


S-K/Lectrolite Tools, Chicago—Earl! C. Neher, formerly 
a salesman in northern California. to Nevada and northert 
California. 


@ Colorado Fuel and Iron Corp., New York City 
B. Dietz from assistant 
district to New 


Kingdon 
New York 


sales manager of the 


York district sales manager. 


news in brief of 


MANUFACTURERS AGENTS 


@® Central States Paper and Bag Co., St. Louis, Mo.—Ver- 
mont, Massachusetts, Connecticut, Rhode Island and Maine 
to Albert Chase, Providence, R. I.; Washington, Oregon and 
western Idaho to Morton-Simon Associates, Seattle, Wash.; 
Tennessee, North Carolina and Alabama to W. G. Dorris, 
Hendersonville, Ky.; Georgia and South Carolina to J. C. 
Powell, Atlanta, and New York state New York 
City to Charles V. Clare. 


except 


@ Herbert 0. 
opened a 


Crane, Portland, Ore—H. O. Crane has 
manufacturers’ agency representing paint and 
hardware manufacturers in Oregon, Washington and Idaho. 
He resigned recently from Fred Meyer, Inc. 


@ Village Blacksmith Div., General Metals Corp., Water- 
town, Wis.—Metropolitan New York and northern New 
Jersey to Martin and Wilson; northern California and 


northern Nevada to Sid Schieber. 


@ Baldwin-McLean, 
moved New 


Inc... Greenwich. Conn. 


York City to 21 W. 


The firm has 
from Putnam Ave., 


Greenwich. 


@ Pioneer Chain Saws Div., Outboard Marine Corp., Wau- 
kegan, Ill—Minnesota and 
Olson, Minneapolis, Minn. 


western Wisconsin to Larsen- 


@® Turnbuckles, Inc., Michigan City, Ind.—Ohio to Dorsey 
Endres & Co. who have appointed W. W. 


Gentino repre- 
sentative in that state. 











RUGGED and RIGHT! 
BOMMER INDUSTRIAL HINGES 


and SPRING STEEL BUMPERS 


#17042 Industrial Hinge #170 Spring Steel Bumper 


Ideal for industrial 
trucking doors — 
heavy duty — double 
acting—four springs 
in each hinge—indi- 
vidually adjustable— 
no sagging — door 
held securely by 
box clamps and thru- 
bolts — bumpers ab- 
sorb shock of motor- 
ized trucks—protect 
doors—simple instal- 
lation — variety of 
finishes. 


BONMNMER 


SPRING HINGE CO. INC. 
PIONEERS OF THE GPRING HINGE (NOUSTRY 
EXECUTIVE OFFICE AND PLANT: LANDRUM, & C 


Sales Offices and Warehouses 
263 Classon Ave., Brooklyn, N. Y. 
180 N. Wacker Drive, Chicago, Ili. 








Want more facts? Circle 268, p. 141 


ONE SOURCE” for ALL FLOOR COVERING HARDWARE! | 











NO BIG INVENTORY NEEDED! 





a‘ . 
be. ) FAST MOVING... 


FULL 40% 











a 


MARK- UP... 





x 





Competitively priced and packaged for impulse sales! 
e Caster cups (for both carpets and floors) e Swivel 
glides e Button glides e For any leg diameter or shape, 
any load (to heaviest!) « Free Bar Rack with pre-selected 
stock order. 


“UNITED STATES CASTER CUP CORP. 
' Subsidiary, Childlore Corp. 
215 W. 15th St Kansas City, Mo. 


Want more facts? Circle 269, p. 141 


SENSATIONAL 
THEE 
OFFER same 


YOU MORE THAN DOUBLE YOUR MONEY! 





MIRACLE 
BLACK MAGIC 
ADHESIVE 


MIRACLE 
BRITE MAGIC 
ADHESIVE 

















YOUR SPECIAL BONUS PACKAGE CONTAINS: 





1 display (12 Tubes 2%, oz. » 





4 extra 2% oz. ($.59 retail) Tubes. FREE. 
16 Tubes 2% oz. Sell for $9.44 
Costs you $4.25 











You can sell a set 
to every household 


6-in-1 Set 4-in-1 Set 
includes hammer. Stee! screw drivers 
nail-puller and 4 


sizes of screw 
drivers 


Packed in Display Boxes or Carded 


with knurled brass 


handles in 4 sizes 








Liberal freight allowance. Write for 
prices, including name of your jobber. 
Send 50¢ for prepaid sample. 


GAM Manufacturing Co., Lancaster 1, Pa. 








YOUR PROFIT |A ecy 








a sensational 55% profit on Brite Magic and | 
Black Magic. Reported by store after store 


| 
: to 
| 
YES, as their fastest selling item. Customer ac- 
ceptance and enthusiasm increasing! 





Easy-to-use nozzle for neater, 
faster application! 
Dramatic, eye-arresting display. 











BACKED BY BIG ADVERTISING CAMPAIGN! | 








MIRACLE ADHESIVES CORPORATION 


250 Pettit Avenue, Bellmore, Long Island, New York 














Want more facts? Circle 270, p. 141 


Want more facts? Circle 271, p. 141 
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HAS IT! 


Whatever your Float needs— 


Cregjton WAS IT 


Rod-Tip Action Floats 
Pan Fish Floats ° 
Spinning Floats e 
Balsa Floats 

Cork Floats ° 


Hook Disgorger 

Rod Rest 

Ded-Hed Spinning 
Practice Plugs 
Replacement Rod Grips 


When you buy DAYTON it means one source buying — 
You save time—gives you fast efficient service 
Cultivate Customer Confidence 
Sell only the BEST—SELL DAYTON 


C € ONLY GREEN CAP FLOATS 


by Leyton 
HAVE ROD TIP ACTION! 
9 STANDARD SIZES 


Crayon Front. i 


SLIDING - CASTING 
FISHING FLOATS 
Extra light balsa, 
completely waterproofed 





NEW ROD REST 
“The Angler’s Third Hand” 


Protects rod and reel... 
frees both hands for rowing, 
changing bait, lighting a 
cigarette, or to carry 
“catch” and tackle box. 


Ask your jobber about DAYTON’S complete line 
Dayton Floats are American Made 


BAIT COMPANY 
2701 S. Dixie Drive * Dayton 9, Ohio 


in Canada: Dayton Bait Reg., 
11580 Poincare Street, Montreal 12, Quebec 


Want more facts? Circle 272, p. 141 
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News of the Trade ——— 


Power Tools Presented to Boys’ Clubs 


%* 


ae Ce 
se 
~—e ‘ oui 


Complete sets of portable power tools were donated to the Boys’ 
Clubs of America during the recent National Hardware Show in 
New York. Joey and Cindy Adams (center) examine some of the 
tools presented by (left to right) Art Ejicholz, Central Stamping 
and Mfg. Co.; Nick Anton, Wen Products, Inc.; Joe Gutenkunst, 
Milwaukee Tool and Equipment Co., and Dick Jacoff, Great Neck 


Saw Mfrs. 





S. W. WINOGROND 


General Metals Div. 
Elects Sales Manager 


S. W. Winogrond has been 
appointed sales manager of 
the garden, lawn and farm 
tool products department of 
the Village Blacksmith Div., 
General Metals Corp., Water- 
town, Wis. He was assistant 
sales manager of that depart- 
ment. 


Faultless District 


Faultless Caster Corp., 
Evansville, Ind., has opened 
a sales office in Kansas City, 
Mo. as headquarters for the 
newly established Kansas 
City district. Glen B. Ran- 
ney, Jr. is district manager 
and heads the office located 
in the Merchandise Mart, 
2201 Grand Ave. 


Goodall Retires 


Leonard Goodall, a pioneer 
in the rotary power lawn 
mower field, founder and de- 
Sslen engineer of the Good- 
all Mfg. Co., Warrensburg, 
Mo., has retired from the 
company. 

Christ Dahl succeeds Mr. 
Goodall as chief engineer. 


Jiffy 


Product Manager Named 
At Union Wadding Co. 


Walter Donahue, 
sales director of New 
England area, has ap- 
pointed product manager for 
Planter, a product of 
the Union Wadding Co., 
Pawtucket, R. I. 


former 
tne 


heen 


Kell Joins Werner Co. 
Robert F. Kell has 


appointed sales promotion 
and advertising manager for 
the Industrial and End Prod- 
ucts divisions at R. D. Wer- 
ner Co., Greenville, Pa. He 
was sales promotion and ad- 
vertising manager and head 
of the color and design de- 
partment at Harvell Mfg. 
Corp., Hubbard, Ohio. 


heen 


News About Dealers: 





(Continued from page 230) 


Albert Lea, Minn.—Ivan 
and Gary Arneson, managers 
of ARNESON S & Q HArRD- 
WARE recently staged a three- 
day grand opening sale in 
their newly built store, de- 
signed to ease the parking 
problem. The sales were the 
largest for a three-day pe- 
riod recorded by the 23-year- 
old firm started by their fa- 
ther. The youthful managers 
believe that the new store 
will double last year’s vol- 
ume in the old store. 


Denver, Colo. — AcE-Co 
HARDWARE, managed by 
Winston Hollard, held its of- 
ficial opening in the new 
Bear Valley Shopping Cen- 
ter. Mrs. Hollard will han- 
dle the gift section. 





Big reasons why you should 


stock and sell PARKER Workshop Vises! 


1. DEMAND —The workmanship and materials traditionally built 
into PARKER VISES have created a customer demand for 
j ‘ this new Parker line. 


2. QUALITY — Over 125 years experience in making castings for 
Parker vises in our own foundry. Daily tensile and shear tests 
assure a standard quality unmatched anywhere. 





3. DURABILITY — Rugged construction, designed to PARKER’S high 
specifications, is built into both the P-3/2* and the *703'2**. 


*(P4) (P5) **Available with smooth jaws not replaceable (#71314). 














' Write today for your FREE copy of Parker’s complete vise catalog. 


(77 


“PICTURE 





“/4e CHARLES PARKER CO. éetabiishes 1832 


50 HANOVER ST. MERIDEN, CONN. 
» Want more facts? Circle 273, p. 141 











HANGERS [Cm [pkeuecenne 


repute 


vet TATE SS ee a 


with the only \L 
Serres nou<cHOLD Y washer hose on the market 


INCE 1072 30,000,000 OWNERS OF AUTOMATIC WASHING 
BULL DOG “UF MACHINES ARE YOUR PROSPECTS FOR — 


HANGERS am 
. 
E. H. TATE CO. © 251 CAUSEWAY ST © BOSTON, MASS PLASTI*KI 


Want more facts? Circle 274, p. 141 Backed by $300,000 insur- 


ance against damage 
caused by failure-in-use. 


ANOTHER | Packaged for selling ease! 
FIRST BY | Guaranteed greater profit 


per unit sale! 


For complete PLASTI-KING 


SPEED UP YOUR information and details — 


NUMBER & LETTER SALES 


with this N.Y. Show Hit — 
Hy-Ko's Sell-O-Rama. Not a 
dust catcher — hard-hitting, 
sales inviting, always orderly 
display that sells and stocks! 
Occupies only 15". Display 
FREE with 2350 Assortment of 


through 0). plus Frames.” Re. ~— COAUWAMNHEN 


tail, $38.80. 


ope semeineiiiiabioeaal RUBBER & PLASTIC CO. 


, 4120 EAST 104 STREET CLEVELAND 5, OHIO 
HY-KO Products Co., Cleveland 3, Ohio : 














Want more facts? Circle 275, p. 141 Want more facts? Circle 276, p. 141 
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Ekco Division Elects 
Sales Vice-President 
William Kesler has 


been 


elected sales vice-president of 
serkeley Industries Div., 


the 
Kkeo Products 
City, N. J. 

Mr. Kesler joined Kkeo WU 
1949 and was appointed dis- 
trict of Ekco-Au 
toyre division in 1955. Last 
year he named manager 
of the Philadelphia 
more-Washington, D. ( 
trict, 


Co., Jersey 


manage 


was 
palti- 


dis- 


| 
| me 
‘ow. 


>. 
€- a 
WILLIAM KESLER 


R. J. Sargent Heads 
New Westinghcuse Div. 


A new portable appliance 
division has been formed by 
Westinghouse Electric Corp. 
Portable and major appli- 
ances formerly were included 
in the Westinghouse electric 
appliance division’s 
zation. 

Vice-president 


organl- 


Richard J. 





Sargent will head the 
division. 

O. H. Yoxsimer has been 
appoined general manager of 
the company’s television- 
radio division at Metuchen. 
N. J. 

Richard S. Sheetz has been 
named general manager of 
the East Spring, Mass. appli- 
ance plant Mr. 
Yoxsimer. 


new 


succeeding 


Reycroft Has Retired 
From Bassick Posts 


Wendell G. Reycroft, vice- 
president and a director of 
the Bassick Co., division of 
Stewart-Warner Corp., 
Bridgeport, Conn., has re- 
tired after directing Bas- 


W. G. REYCROFT 
sick’s 
years. 

He was elected a 
president in 1938 and a 
rector in 1942. 


sales activities for 37 
vice- 
di- 


Tryon’s Betty Malcomson Gets Farewell Gift 


Mrs. Lionel (‘'Betty'') 


Malcomson, long-time secretary to Edward 


Laird, Edward K. Tryon Co. buyer, was given a farewell gift during 


the 


Atlantic City Hardware Convention to mark her retirement. 


Mrs. Malcomson left the Philadelphia wholesaler to be with her 


husband, who recently retired. 
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Landers Creates Post; 
Elects Milewski V-P 


Leo A. Milewski, former 
manufacturing manager of 
Landers, Frary and Clark’s 
New Britain operations, has 
been elected to the newly-cre- 
ated position of vice-presi- 
dent for product quality con- 
trol and service. 

He started with Landers in 
1927 as an errand boy and 
later held 


engineering posi- 


tions. 


A. MILEWSKI 

















OBITU 








ARIES 





Walter F. Munford 


Walter F. Munford, 
president of United States 
Steel Corp., died in Cape Cod 
Hospital, Hyannis, Mass., 
Sept. 28. Mr. Munford had 
been executive vice-president 
of engineering and research, 
until he was elected presi- 
dent this May. He joined 
the American steel and wire 
division an open hearth 
helper in 1923 and served as 
division president from 1953 
to 1956, 


5Y, 


as 


Edwin E. Kerner 


Edwin E. Kerner, 80, re- 
tired employe of the Vonne- 
gut Hardware Co., industrial 
supply distributor, died Sept. 
11 in Community Hospital, 
Indianapolis, Ind. He retired 
four years ago after 18 years 
with the firm. 


Charles Weaver 


Charles Weaver, 8&5, re- 
tired Easton, Pa., hardware 
dealer, died Sept. 20 in a 
Coral Gables, Fla. hospital. 
He retired to Coral Gables 
about 25 years ago. 


Stuart M. Prann 


Stuart M. Prann, 66, pres- 
ident of S. M. Prann Ince., 
Centerbrook, Conn. hardware 
and garden supply firm, died 
suddenly Sept. 11 at his 
home. 


A. L. P. Smith 


A. L. P. Smith, a retired 
territory salesman for Rub- 
bermald Inc., Wooster, Ohio, 
died recently. He retired in 
1951 as a territory salesman 


but had continued to repre- 
sent the company to several 
accounts. 


Thomas E. Massey 


Thomas E. Massey, 64, co- 
owner of Massey Hardware 
Co. in Morrilton and Conway, 
Ark., died Aug. 7 in a 
hospital of a heart attack. 
His son, Thomas E. Massey, 
Jf.; his partner. 


loca! 


Was 


Jack Mindell 


Jack Mindell, 53, president 
of Sechtman-Mindell Hard- 
ware Co., Hartford, Conn., 
wholesaler, died Sept. 16 in 
Mt. Sinai Hospital after a 
short illness. 


David Ayers, Jr. 


David Ayers Jr., 32, ownet 
of Smith and Ayers hard- 
ware store, died Sept, 11 en 
route to a Beaumont, Tex. 
hospital after a heart at- 
tack at his home. 


Herman Weiner 


Herman Weiner, 56, died 
Sept. 16 of a heart attack 
while at work at the Amer!- 
can Hardware & Supply Co., 
Indianapolis, Ind. 


Joseph A. Petrie 


Joseph A. Petrie, 71, re- 
tired Marytown, Wis., hard- 
ware dealer, died Sept. 20 in 
Long Lake, Wis. 


Edward Heusinger 


Edward Heusinger, 85, 
owner of Heusinger Hard- 
ware Co., San Antonio, Tex. 
died Sept. 11. 





HA Photo Angles 


A report in pictures 
of events in the trade 


Walter S. Stiles, chairman of the board of 
Morley-Murphy Co., Green Bay, Wis., whole- 
saler, was present to witness the award of a 
silver bowl by the National Wholesale Hard- 
ware Assn. to his son, John, at the close of 
the National Hardware Convention at At- 
lantic City. The younger Mr. Stiles received 
the bowl as outgoing president of NWHA, 
a token of appreciation for his two years’ 
service in office. 


Michigan Retail Hardware Assn. recently sponsored its eighth 
annual Hardware Management Conference at the Kellogg 
Center, Michigan State University, East Lansing, Mich. Shown 
ore left to right: Dick Brant, assistant director, purchasing and 
marketing, Morley Brothers, Saginaw, Mich.; A. A. Merchant, 
E. W. Merchants Sons, Union City and Athens, president of 
the association; Burrows Morley, vice-president, Morley Brothers: 
and H. N. Savage, Bostwick-Braun Co., Toledo, Ohio. 


Touring dealers of the West 
ern Retail Implement and 
Hardware Assn. and their 
British hosts pose after a tour 
of a representative selection 
of London hardware shops re 
cently. Seventh from left is 
J. D. Reynolds, past-president 
of the National Retail Hard- 
ware Assn. and the Western 
Retail Implement and Hard 
ware Assn 


4% ‘ 


"4 =~ 
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Sales representatives and the field staff of Yard-Man, Inc., met recently in Jackson, Mich. to attend a three-day sales meeting. New 
products were introduced at the meeting and th> group toured th» manufacturing plant and testing areas. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 
(Special Rate) set solid, maximum 
50 words a J. 
Each additional word........... .05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing 

No agency commission allowed. 

HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps 











Representatives Wanted Representatives Wanted 


Representatives Wanted 











WANTED 
MFR'S REPS and DISTRIBUTORS 


Now 


trial, Builders’ and Electrical Sup- 


calling on Hardware, Indus- 


ply Jobbers. New revolutionary U.S. 
Patented Plastic expansion Anchor- 
ing Device. Tremendous sales po- 
tentialities. Reply giving details in- 
cluding other lines handled. 

Box 1014, ¢/o 
Chestnut & 56th Sts 


HARDWARE AGE 
Philadelphia 39, Pa 











NEW PRODUCT 


Pays $75-$150 a Week Extra as Sideline 
New accessory item for radio, TV, record players. 
Big repeat sales item, year ‘round seller. Need 
additional experienced men who know dept. store, 
radio, TV, appliance, hardware retail trade. Many 
territories still open State experience, lines 
handled, territory covered. Bix Xmas item—so 
rush. Write V'co Company, 5726 N. Broadway, 
Div. 4, Chicago 40, Illinois. 











PAINT MANUFACTURER 


salesmen to 
call on Jobbers and Dealers Splendid 
(#pportunities for men with a following. 
Manufacturer of Paints Sundries 
1913. 

Box 1025, c/o 
Chestnut & 56th Sts., 


highly competitive desires 


and 
since 
HARDWARE AGE 

Philadelphia 39, Pa. 








Paint Brush Salesman 


World's largest Direct - To - Dealer 
Manufacturer of Paint Brushes has 
lucrative territory open. 

We want the outstanding sales pro- 
ducer now calling on Paint, Hard- 
ware and Lumber Dealers. The 
long-established and large sales 
volume we now have is your guar- 
antee of substantial commissions. 
We want you if you can deliver. 
This is an opportunity of a life 
time for a top notch Manufac- 
turers Representative now doing a 
successful Sales job. 

The prestige of our line is known 
to all buyers. We have been sell- 
ing to Paint, Hardware and Lum- 
ber Dealers for over 60 years. Very 
seldom is an outstanding line such 
as ours available to a Manufac- 
turers Representative. 

Write DAVID LINZER & SONS, INC. 
10 Astor Place, New York 3, N. Y. 











KNOWN MANUFACTURER 

REPRESENTATION 
houseware jobbers and 
nationally advertised 


NATIONALLY 
WANTS AGGRESSIVE 
to electrical, hardware, 
department stores tor our 
Primer and Defroster Division This is a new 
distribution program Tell us about your or 
ganization, territory covered, lines now handling, 
and class of accounts called on in confidence. All 
inquiries will be answered Our present rep 
resentatives know about this advertisement Box 
1023, c/o Harpwarke AGE, Chestnut & 56th Sts., 
Vhiladelphia 39, Pa 


rWO EXECUTIVE TYPE SALESMEN 
needed to travel small important territory, calling 
on wholesale hardware, major chains. All items 
of Lawn and Garden Outdoor Living lop 
Headquarters Memphis, New Orleans ot 

resident. Must be well experienced 
salary, commission and bonus ar 
rangement. Send complete resume first letter 
Rox 1027, c/o HARDWARE AGE, Chestnut & oth 
Sts., Philadelphia 39, Pa 


lines 
near by 
(,uaranteed 


one — —_—— —~—--~ ——__— — —_ —— — 


EPOXY ADHESIVE KIT manufacturer de 
representation in many areas calling on 
hardware, department stores. Product retails for 
$.98 and $1.98. Nationally advertised and ac- 
cepted. Excellent commission Box 1008, c/o 
HARDWARE AGE, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 


sires 
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; Moving 


TIVES WANTED. 


| plaint-free 











GARDEN HOSE-AUTOMATIC WASHER HOSE 
priced. Protected 

profit potential 
directly on 
department 
tirst letter. 


very competitively 

territories Excellent 
for men currently calling 
hardware, garden = supply, 
ete. Give full facts 
Box 1017, ¢/o HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 39, Pa. 


stores, 

















HARDWARE SALESMEN 


and lumber 
plumbing and electrical 
One size Screw Anchor 
screws and designed for all types 

walls High Commission. Protected 
territory to qualified salesmen 


FITSALL SCREW ANCHOR 
473 S. Franklin St., Hempstead, New York 


retail hardware 
also 


concerns 


Calling on 

yard dealers, 
supply 
fits all 

















ESTABLISHED MANUFACTURER OF 

PLASTIC GARDEN HOSE and_ Sprinklers, 
Lawn edging, Storm Windows, Weatherstrip, 
Drop Cloths, Tarpaulins, Floor Matting, Shelf 
Lining, Polyethylene Garment and Household 
ags, wants aggressive representatives. Fast 
lines and dependable service. Advise 
territories covered; lines carried. Reliance Plastic 
& Chemical Corp., Paterson 26, N. J. 


DEALERS, JOBBERS, 








REPRESENTA- 
Amazing LIQUID SAND.- 
PAPER made first in nationwide sales by home- 
owners, painters, floor finishers. LIQUID 
SANDPAPER prepares surfaces for easy, com- 
repainting, cleans floors like new. 
Wiping minutes saves hours of work. Popular, 
profitable in pints, quarts, gallons, exclusive spray 
can, drums, private label. Write General Liquids 
Corp., Baltimore 18-A, 4 





| supply jobbers and block mfrs., 
| steel 


SALESMAN 


For Eley Anmunition Direct to Dealers. Jobber sales- 
man experienced preferred. Extensive travel in six 
western states. Drawing against commission plus 
bonus. Mr. S. E. Laszlo will interview applicants 
in confidence at Western Sporting Goods Show at 
Ambassador Hotel, Los Angeles (Booth 26), Novem- 
ber 7-9. Please send complete resume promptly to 
R. Jacobs, Adv. Mor., S. E Laszlo, 25 Lafayette 
St.. Brooklyn, N. Y. 








WANTED SALES REPS. 


Men National 


to se]] 


insecticide line 
and Variety 


wanted tor 
direct to Hardware 
Protected territory Area open 
time W. Va : Tennessee and ad ja 
territory Advise us of your Line 
coverage. 
Box !010, e/o0 HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 39, Pa 


stores. 
this 
cent 


ana 








Manufacturers’ Representatives 


leading full line 
to cover wholesale hardwa 

material trades. Pro 

every section of 

Please give full deta S on Yyour- 
erritoryvy covered and carried, 

Box 902, e/o0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


wanted by 


turer! 


sandpaper 
manutlic¢ 
paint and building 
tected territories open n 
countr' 


self lines 











MANUFACTURER'S REPS. to handle new, 
INDESPENSABLE garden tool—the HICKOX 
CIRCLE HOE. Fast moving. quality product 
Consumer acceptance proven by rapidly growing 
dealer Liberal commissions. protected tet 
ritories. Send resume. Merritt Engineering Co., 
674-23rd Street, Oakland 12, Calit 


sa iCs 





Accounts Wanted 








REPRESENTATIVES 


Covering all phases of jobbers. Can render reliable 
We are national distributors with 
operating branch offices in New 
Detroit, Cleveland and Ljauis- 
ville. We carry the account or you can bill direct 
Inquiries invited. WRITE ANCO Corporation, 7 
Wood Street, Pittsburgh 22, Pa. 


aggressive service 
established actively 
York, Philadelphia. 











SOUTHEAST Two man organization. Cover 
Alabama, Georgia and Florida Have three na- 
tionally known top lines to electrical, hardware, 
industrial and allied fields Ne are respected, 
established, experienced and_ successful Need 
one more top line. Our manutacturers will recom- 
mend us. We invite your investigation. Replies 
held in strictest confidence Box 1026, c/o Harp- 
WARE AGE, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


—— ~—_ 


|  GEORGIA—Established representative selling 


jobbers, steel 
line of 


aluminum 


to building supply and hardware 
desires 
lintels and allied products, also 
foundation vents. Profitable volume assured if 
prices competitive. Box 1021, c/o HarpWare 


AGE, Chestnut & 56th Sts., Philadelphia 39, Pa. 








Accounts Wanted 


Help Wanted 


Business Opportunities 








TO THE 0.E.M. EXECUTIVE 
CONCERNED WITH SALES 
IN THE NEW YORK 
NEW ENGLAND AREA 


Let me outline personally to you my 
approach to sales and why I am confi- 
dent I can produce business for you as 
your New York-New England manufac- 
turers 


representative. Hardware Job- 


bers and Distributors, and Plumbing 
and Industrial Suppliers are my fields 
information about 


Personal me as a 


prelude to an interview will be gladly 


sent on request 


GEORGE WARSHAW 


Clinton, Connecticut 





REPRESENTATIVE WANTED 
For Patented, See-Through, Self-Covering 
PLASTIC DRAWERS 


If you are calling on Store Planning Managers or 
(wners—there’s big volume potential in these ex- 
clusive see-throug he Hiding drawers. Easily installed— 
inexpensive—durah Needed in dozens of depart- 
ments. Write stvine territory and background 

Box 929. c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











Business Opportunities 








MODERN HARDWARE STORE 


For sale. Modern blond fixtures: clean fast moving 
stock. Established six years. One of only two 
hardware stores in town of 15,000. Ideal location 
in center of business district. Never before offered 
for sale. Reason for selling—to dissolve pariner- 
ship. Call or write Waymon Paulk (partner), 305 
West Reed St., Moberly, Missouri. 














MANUFACTURERS’ AGENT 


covering Hardware, Electrical, Mill and 
Plumbing Jobbers, and Premium ac- 
counts in Ohio and Kentucky seeking 
One more Tool or Hardware Line. Ad- 
dress replies: E. L. Liakos & Assoc., 
P.O. Box 1105, Columbus, Ohio. 





ESTABUSIED WEIN re 


Appliance 


co HARDWARE AGE 
Philadelphia 39. Pa 


Box (000, 
Chestnut & 56th Sts 








NRHA modernized Hardware 
I I I it 7 ' rik VA 








SALES REPRESENTATIVE 


ering Hardware Jobbers and 
rden supply, Mill supply 
ew Jersey, New \ ; 
Penna lIUxtensi 
tardaitional ine 
Box (022, c/o 
Chestnut & 


HARDWARE AGE 
6th Sts., Philadelphia 39, Pa. 











‘ESTERN NEW 


IN 


YORK STATE DIRE 
ES | t ressi' 


time t yet 
c/o HARDWARI 
idelphia 39, Pa 
RESULTS 
Michigan, 


ANT 


is¢ we 


SALES 
concentrate in 
Will handle two  additiona 
its grade considered Write Box 
HARDWARE AGE, Chestnut & 56th Sts 


lla 7. Pa 


THERE IS A DIFFERENCE IN CHAMOIS 
SUNSHINE 


CHAMOIS SKIN 
FULL COD Oil TANNAGE 
MADE IN USA 
ao Ask Your Jobber for Our Double 
~ i a Double Value! 
"EASIER TO USE 
"LASTS LONGER 
"CLEANS BETTER 
HOYT & WORTHEN TANNING CORP. HAVERHILL, MASS. 


Want more facts? Circle 277, p. 141 


blanks kvery 
HAZELTON 


KEY blanks & sash 


FOR SALE; LONG ES 


camo le 


HARDWARE-NORTHWEST OHTLO 


ners, pt i ri 
oO HARDWARE 
d lpi i 4 }’ 
HARDW ARE, AND APPLIANCE R 
YLORE ks il l i¢ years Saeco 

0, in enter Michi ! Major Appl 
ith Hardware, Sporting oods, I 

Spe alties (,Toss | 
bulidings and 
S30 000 (jwners 
\RE AGE, Chestnu 
, Pa 


?p hilade ) 


RARE BARGAIN! Only $15.00 tor our 

il trial assortment containing ne-halt dozen 
it each of our fifty most popular brass key 
blank guaranteed! ()rdet today 
CHAIN CO (manutacturers of 
chain), &] Kemble St... Rox 
iy¥y, wvlass 


( WRITE FOR YOUR FREE: ) :) 


J Complete Newest Set 
of Key Board Tags 
yColorful Streamers 
That Will Brighten Up\ 
four Store 
VW New Edition of Key \\\W 
Blank Comparative List 


STAR Key & Lock 


Manufacturing Co. 


51 South First Street 
Brooklyn, N 

















WANTED SPECIALTY JOBBERS 


Traveling 3 to 10 men in the midwestern, 
southwestern and northwestern states. We 
have a good proposition for you to sell a 
complete fastener line that will fit in with 
your present operation. Write us for details. 


SHARON BOLT & SCREW CO., INC. 
ENDICOTT ST., NORWOOD, MASS 








SECTION established 
Independent 
from Middle class 


WITH GIF 
twelve years located it 


‘ommunity with drawing 


Business ( 
residential! community Very 
| off street 


fixtures, low rent and 
adiusted to sell between 


COMPLET! HARDWARE 


1 stock ind 

ly’ Stock could be 
to $55,000.00 with fixtures Box 
ily. ) HARDW ARF AGE, (Chestnut W 6th Sts., 
‘hiladelphia 39, Pa 


] 
, 


eg 


Washers (all 
City Surplus, 
. ¥ 


‘0 tons if Bolts Aivets, 
will sell very cheap.” Salt 
Teall Ave., East Syracuse, 
APPLIANCE retail sto 

0 years Located 1 
ypping area. Clean 


bes \RDW ARE 
lished for ver 
life rnia in main sho 
housewares, gifts and paints with 
name appliances and television 
nd fixtures Excellent lone term 
} 5, 7 © ti) C000) Sacrihce 
» age and ill health 
Harp WARI AG! 
oh P 


rdware, 





Positions Wanted 











L\RE SALES ke RK PROBLEM 
, , . 1] ree thot 


ile 


Wit! . 
rit | nationally ina 
MY IDEAS-——THEY're SOtl 
HIARDWARI AG! nest! 


; 
i , i 


I’hiladelpt 
SALES MANAGER AGE 


rmey 


t. YEAR OLD WHOLE 
hardware salesmat married \ 1 two 
Desires relocate im Los 
ounty, : . years with 
ears lis Last “ years 

Reason for relox 
ired oO months summer and nine ' 
ter W suld conside! respor sible retail MmOsition 
No builders hardware Relocate anytime afte 
Jan. Ist Box 10 » HARDWARE Ace. Chest 
nut 56th Sts Philadelphia ) Pa 


GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


at iw I iy 





BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Hold Mest Hand'es 


GIBSON GOOD TOOLS, INC., Sidney 6, WV. Y. 











Want more facts? Circle 278, p. 141 


Want more facts? Circle 279, p. 141 





NEW 59¢ Size On Bubble Card 
and $1.00 Tubes .. . 


Big Free Goods Deal! 
Nationally Advertised 


Want more facts? Circle 280, p. 141 


SEE YOUR 
JOBBER 
OR WRITE 


w 
magic 
IRON CEMENT CO., INC. 


5427 BOWER AVE., CLEVELAND 27, O. 
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r 
? 


EYE APPEAL 


NO. 480 SERIES 


CARDED COIL WIRE 


PO aids se RE! Oe —_ The finest carded line 
—_— ps : on the market, especially 








. suitable for peg board or 
A L L self service displays. 


PURPOSE WIRE ) ECONOMY & UTILITY 
COILS 









a 


Soft copper 
Soft galvanized 


7 
WIRE MIRROR CORD 


Pat. Pending 
e 


Poke PICTURE WIRE 


e STRONG 


th ? 
o FLEXIBLE y ALUMINUM WIRE 
e DURABLE | e 
STOVE PIPE WIRE 


Catalog on our complete 


peice Wire Line is yours for the 
asking. 


Teel 
ff - 


TU SOLD THROUGH JOBBERS ONLY 


WIRE CORPORATION 


Pees > |: S Bae ee Se 
JAMAICA 23, LONG ISLAND, NEW YORK 





Want more facts? Circle 281, p. 141. 





% WORTH REMEMBERING! 





Peces' the Original 
PLASTIC ALUMINUM 


has earned the GOOD HOUSEKEEPING 
SEAL OF APPROVAL <‘noc%ea:, 


S cm. & by 


Good Housekeeping 
Order from your Jobber 












“% 


ae 
—2 4s aoveanisto 1S 


THE WOODHILL CHEMICAL CO. 


“Originators and World's Largest Manufacturers 


of Plastic Aluminum’’ POPULAR 





1390 East 34th Street Cleveland 14, Ohio MECHANICS | 








_Want more facts? Circle 282, p. 141 








Bots Se BF eK SE Se RE Re oe 


Slaymaker den . 
FREE RACK 


to ep locks in 


# See-Packed Locks Outsell Others as Much as 5 to 1 
Es Whether you use the free wire rack or display the 
locks on pegboard, counter or bin, you Il enjoy the 
e extra profit you make with Slaymaker padlocks in 
¥ the dramatic See-Pack. Ask your jobber, or write 
% SLAYMAKER LOCK CO. e LANCASTER, PA. 
World's Largest Producer of Brass Padlocks ! 
De ee ee ee ee ee ee 
Want more facts? Circle 283, p. 141 
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Index to Advertisers 





THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A Dempster Mill Mfg. Co 203 
Deshier Products, Inc. 180-18! 
Acme Steel Co 155 | Desmond-Stephan Mfg. Co. 228 
Alatama Mfg. Co 191 Detecto Scales, Inc 23 
American Biltrite Rubber Co 53 DeWalt Div 
American Brush Mfrs. Assoc American Machine & Foundry 
Paint Brush Div 26 Co 64-65 
American Chain Div Diamond Expansion Bolt Co., Inc. 20! 
American Chain & Cable Co 6 Dille & McGuire Mfg. Co \79 
American Edelstaal, Inc 63 Drop-Lite Electric Mfg. Corp. 220 
American Machine & Foundry Co Dykem Co. The 220 
DeWalt Div 64-65 
American Screw Co 67 
Ames Co., O 20, 73-76 E 
Anchor Wire Corp 240 
Animal Trap Co. of America 218 Eagle Electric Mfg. Co 84 
Ardor Mfg Inc 22 Easy-Heat, Inc 59 
Arro Expansion Bolt Co 125 Ekco Products Co 
Artwire Creations, Inc 22 Autoyre Div 2| 
Arvin Industries, Inc 42-43 Elco Tool & Screw Corp 197 
Atias Tack Corp 172 Empire Brushes, Inc 73 
Atias Tool & Mfg. Co 35-40 
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Fitler Co Edwin H 24! 
B Forsberg Co H 220 
Franklin Metal & Rubber Co I>/ 
B. B. Chemical Cc 16-17 Fuller Too! Co Inc 85 
Ballonoff Metal Products Cc 227 
Behr Manning Corp 29 
Bentzinger Bros. Inc 205 G 
Berger & Sons, Inc.. C. L J. re ~ : 
Bommer Spring Hinge Co 233 | GAM Mig. Co — 
Boonton Molding Co 72 Gering Products, Inc id 
ibsor 39 
Boyle-Midway, Inc 2 Gibson Good Tools, Inc 23 
Bradson Co., The 4g | Clenvale Products viv a 
Breeze Corp., Inc., The 160 Paice sos Ball & Bearing Co 198 
Bridgeport Fabrics, Inc 218 | Seer wate ee: “a 
| . ’ F ) r j 
Bridgeport Hardware Mtg. Co eae Gries Reproducer Corp 222 
Griffin Mfg Co 126 
Cc 
Calbar Paint & Varnish Co 185 H 
Campbell Chain Co 163 | Halil Co. Joseph 227 
Capitol Mfg. Co 165 | Harris, Inc., Samuel P 223 
Chair Loc Co 242 | Hindley Mfg. Co. 130 
Champion Brass Mfg. Co .. 221 | Holt Mfg. Co 229 
Champion Bronze Powder & Paint Hoppe, iInc., Frank A 205 
Co., Inc 241 | Hoyt & Worthen Tanning Corp 239 
Chapin Mfg. Works, Inc., R. E 150 | Hy-Ko Products Co. 235 
Chicago Metallic Mfg. Co 192 Hyde Mfg. Co 43 
Chicago Spring Hinge Co 223 
Cleveland Rubber & Plastic Co 235 
Coastal Abrasive & Too! Co. Inc. 20! i 
Colorado Fue! & Iron Corp 
Wickwire Spencer Stee! Div 3 | International Salt Co., Inc 4] 
Columbian Rope Co 46 | Irwin Auger Bit Co 
Columbian Vise & Mfg. Co 56 
Corbin Cabinet Lock Div 
The American Hardware Corp J 
Coughlan Co., G. N 206- 207 Jackson & Son Co., Thos 198 
Crescent Tool Co 70 Jacobsen Mfg. Co 58-59 
Cross & Co. W. W 19! | Jefferson Screw Corp 162 
Cuyahoga Products Corp Jenkins Bros 124 
Sub. of Republic Indus. Corp 49 
5 K 
Kedman Co 242 
Dayton Bait Co 234 | Klein & Sons, Mathias 182 
Dazey Corp -—— |) Oe ree 185, 186-187 
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FITLER 
“STALONG 
NYLON 


and 
DACRON* 
ROPE 


® Plied Yarn Construction 
® Pre-Shrunk For Complete Stabilization 
"'Stabilized'’ Under Patent No. 2,343,892 


FITLER STALONg is flexible and splices easily. It is a 
soft rope and easy to handle under all working conditions. 
STALONg is the 


once in the rope. 


FITLER MANILA ROPE 


twice “stabilized”—once in yarn, 





Fitler’s Rotproot treatment of rope makes the finest 
Manila Fibers even more durable and does not alter or 
change the color of the rope. It affords protection against 
decay-producing moisture. mold. mildew and fungi 


ldentitied Nive RUT ane Yellow | rademark 


Sold by Dealers Everywhere 


THE EDWIN H. FITLER CO. 


EST. 1804 


PHILADELPHIA 24, PA. 





*DuPont-Polyester Fiber 
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A NEW line made by a 
pioneer in the spray 
products field 


@ New controlled directional! spray 
valve—improved in performance 
throughout 








@ ALL POPULAR’ ENAMELS 
including METALLICS, 
CRYSTAL CLEAR PLASTIC 
also LACQUERS, etc 


\ 
chart 


Ni 


J 


@ GIANT 16 oz can 


@ Unlimited use — sel! it 
for HOME, SHOP, 
FARM, INDUSTRY 


SUPERIOR 
QUALITY AT A 
COMPETITIVE 
PRICE! 


WRITE TODAY FOR FULL INFORMATION—DEPT. HA 
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® 
champion BRONZE POWDER & PAINT CO., Inc 


2101-21 North Elston Ave., Chicago 14, Ill. 
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HARDWARE AGE, October 22 


# in PROFIT 


1959 @ 241 
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Put this hard- -hitting display to work for you 
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MARSHALLTOWN © 


TROWELS 
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Write for Free 
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selling Quick Wedge 


SCREW-HOLDING screwdrivers 


Unconditionally Guaranteed -- Millions Satisfied 


ORDER TODAY — We'll Invoice Your Jobber 
Nationally Advertised in 8 National Magazines 


KEDMAN COMPANY + 233 South 5th West + Salt Lake City 1, Utah 
Want more facts? Circle 289, p. 141 





SS e / ALWAYS SELL GENUINE 


~ZSMOLLY 52. 


\ An. o 
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CHAIR-LOC 





Schepens 
pel 


ie ae | 


SSS 


; ee ey 
SCREW ANCHORS and JACK =n 


MOLLY CORP. 
Reading, Pa. 








Amazing New Liquid S-W-E-L-L-S Wood 
@ Penetrates wood fibre—makes them e-x-p-a-n-d 
permanently. 
@ Quickest and easiest way to fix loose chair rungs, 
legs, handles, dowels, dove-tails, etc. 
A Fast-Selling Impulse item 
Write for Free Samples and Literature 


ON PAGE 144 
CHAIR-LOC CO., Lakehurst 3, N. J. 





DON'T MISS THE 


BUYING CHECK LIST 
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Wonderful for all wood 








Rubber ye er 
Tubular Glide 








and metal furniture 
Glide softly, silently, 
on smoothly Set of 4 on 
im ¢ 3-co lor card. 6 Sizes, 

o”, 967, 0%, 60/967. 1%". 1% 











PROMPT SHIPMENT 
Ask your jobber, if he is not supplied, write 
ROBERT E. MILLER & CO., INC.., 
35 Pearl St., New York 4, N. Y. 
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242 © HARDWARE ACE, October 22, 1959 
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“NAT” STANDS OUT 


with dress-parade packaging 





Brighten up your fastener shelves and speed up off-the-shelf selection with 
the snap and color of National’s high-visibility labeling and uniform packaging. 
These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 
higher shelves. 
Standardize on National’s most complete, accepted 
quality line . . . packaged to stand out boldly for greatest 


sales appeal. Mf alion ab 
Ask Your Distributor . . es , 


. He Knows 


or 


THE NATIONAL SCREW & MFG. COMPANY r= : 
Cleveland 4,OQhio °¢* Los Angeles 22, California ! Berta} ik 


Hoists |g | 








